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about the same circulation ‘each 
have different size regulations.” 

Daniel M. Gordon, media man- 
ager of Ruthrauff & Ryan, New 
York, said that publications “have 
been fair and cooperative in the 
handling of our clients’ advertis- 
ing. 

“Last year, when the paper 
shortage first became acute,” Mr. 
Gordon explained, “we made a 
serious effort to study the pub- 
lishers’ problem. We have found 
that by giving the publishers a 
leeway of optional insertion dates, 
as well as sufficient advance notice 
of our space requirements, with 
very few exceptions we were able 
to realize a substantial portion of 
schedules.” 

Give Date Leeway 

A similar reply is made by 
Charles A. Wolcott, media director 
of Dancer-Fitzgerald-Sample, Chi- 
cago. “We have not always been 
able to get exact dates,” he said, 
“but our clients also have been 


eooperative in giving leeway in 
the matter of dates.” 
A “quite mixed experience” 


with newspapers and magazines is 
reported by Irvin W. Hoff, director 
of sales and advertising, Block 


Drug Company, Jersey City. “The 
one thing that has made us hottest 


'of all,” he said, “is the action of 


certain large newspapers in sud- 
denly finding certain copy objec- 
tionable that they were begging 
for before the war. We are look- 
ing forward to the time when they 
beg for it again after the war.” 

“By and large, however,” Mr. 
Hoff continued, ‘‘the newspapers 
have been fair and the magazines 
quite good in their method of allo- 
cating space.” On the other hand, 
in individual papers, “we have 
scheduled a dozen or more adver- 
tisements to run during a certain 
period and have had as little as 
two of them run.” 

Two aircraft makers, who 
have stepped up their advertising 
considerably in recent months, 
both report favorably on their 
treatment. J. E. Duffield Jr., ad- 
vertising director of Republic 
Corporation, Farmingdale, N. Y., 
says that the fact that Republic 
has been running 1,000-line copy 
“keeps us out of some newspapers. 
. . Also, because our copy is some- 
times dictated by the exigencies 
of war, we cannot always provide 
plates in advance.” 

“Except for a few large maga- 


zines and newspapers whose com- 
mitments have been such that they 
could not give us the space de- 
sired,” reports Wayne Davis, ad- 
vertising manager, Grumman Air- 
craft Engineering Corporation, 
Bethpage, N. Y., “our general 
reaction has been entirely favor- 
able. . . As soon as we are in a 
position to lay out a definite pro- 
gram we believe that the maga- 
zines and newspapers which we 
plan to use will be able to run 
our advertising.” 


Emphasizes Fairness 


F. S. Cannan, advertising man- 
ager of Sun Oil Company, Phila- 
delphia, emphasized the newspa- 
pers’ “fairness,” despite the fact 
that “‘we have not always obtained 
the size ad we wanted and have 
not always obtained insertion on 
the date originally requested. 
However, most of these papers 
have gotten in touch with our ad- 
vertising agency and an arrange- 
ment has been worked out that 
has been mutually satisfactory. 

“There have been a few cases of 
bad handling,” Mr. Cannan adds, 
“but I believe these are due more 
to the inexperience of new help 
employed at the newspapers than 


No metal man can read all the arti- 


cles of interest to him each month 
—but they all want to know what's 
new—what few articles and books 
out of the hundreds published, 
they must read to keep abreast of 
the times. THE METALS REVIEW 
fills this need—gives a condensed, 
concise version of all articles, 
books, new products, equipment, 
materials and new catalogs of in- 


—T 


terest to the metal industry. 
Advertisers have found that | 


| unduly 
| With the help of other arrange- 


OPENERS—First of the war bond messages which will appear on all outdoor 

panels during the 6th War Loan drive are these two, submitted to the Treasury 

by Coca-Cola Co. and American Oil Co. Coca-Cola, one of the largest outdoor 

| users, will have an estimated 25,000 panels nationally, while Amoco plans to 

expand its regular showings throughout its Atlantic Seaboard territory during 
the drive this fall. 


-AMERICAN OIL COMPANY 
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because of any policy or estab- 
lished practice of the newspaper 
management.” 

C. G. Mortimer, 
in charge of advertising of Gen- 
eral Foods Corporation, believes 
'that “the publishers have handled 


space very fairly. 
ther been unduly 
favored, 


penalized nor 
in my opinion. 


| ments, we’ve just about made ends 
| meet,” 

| Brown & Williamson Tobacco 
Corporation, says W. R. Hendricks, 
advertising manager, has found 
i'that “without exception the pub- 
lications have been fair and coop- 
| erative.” 

| Arch Ferran, advertising man- 
ager of H. L. Shaw & Sons, Inc., 
|Boston, which began a campaign 
|for a cleanser a few months ago, 
praised the “outstanding job” of 
ithe publishers, adding: “At pres- 
‘ent our schedule runs to 60 or 
more newspapers, and we have 
received exceptionally fine coop- 
eration from practically every one 
of them.” 


A ‘Swell Job’ 
One of the nation’s largest ad- 


tified, stressed the “swell job” of 
the newspapers and magazines. 
Leonard L. Schulz, advertising 
manager of Interwoven Stocking 
Company, New Brunswick, N. J., 
says that “in addition to what our 
agency does in trying to secure 
position and the running of ads 
on the assigned dates, we have 
made it a practice to send out let- 


reader interest is definite—can be 
positively checked—and their in- 
vestment in THE METALS REVIEW 
is paying dividends! 

Space is now available in THE 
METALS REVIEW — Space to tell 
the "metal experts" your story at 
the time he is definitely looking for 


lnew ideas! 


| what we expect. 
|year or two, instead of running 
the small-size ads which we used | 
to run, this company has stepped | 


| fold in the average paper. . 


ters to newspapers from this office, 


|giving them very careful instruc- 
| tions as to what to expect. 


Need- 
less to say, we do not always get 
During the last 


up insertions to 600 lines. This 
brings the top of the ad over the 
. These 
new ads are, if anything, proving 
more successful than the old-style 
2-column by 125-line ads, and we 
are also getting better cooperation 
from the newspapers.” 


Stan-B Account 


Shifts to Kastor 


oF 
HERS 
qumisonoots 


% METALS REVIEW 


The WHAT and WHERE For Men in the Metal Industry 
7301 EUCLID AVENUE > CLEVELAND 3, OHIO 
A. P. FORD DON HARWAY CHESTER L. WELLS 


7301 Euclid Ave., Cleveland 3 
Endicott 1910 


816 West 5th St., Los Angeles 13 
Mutual 8512 


11 West 42nd St., New York 18 
Chickering 4-2713 


Standard Brands, New York, on 
Oct. 1 is shifting agencies for 
Stan-B vitamin advertising from 
Ted Bates, Inc., New York, to 
H. W. Kastor & Sons, Chicago, as 
part of a plan to keep its vitamin 
products, Stan-B and Stams, on a 
competitive basis. Bates will con- 
tinue to handle Stams. 

Stan-B vitamins are 
promoted in 45 newspapers in 11 
midwestern states and West Vir- 
ginia, via spot radio, and through 


| cut-in announcements on Standard 


Brands’ CBS five times weekly pro- 
gram, “This Changing World.” 


| SALVAGE ALL WASTE PAPER 


| vertisers, who refused to be iden- | 


currently 


‘Havana Club Rum 
vice-president ‘New Label’ Drive 
‘Opens in 3 Media 


| 
the rationing and allocation of | 
We have nei- | newspapers, magazines and liquor 


|captioned, “Take it from me. . 


| 
| 


been named eastern sales manager 
at New York, W. L. Frew, south- 


J. A. Lamplugh, western sales 


— 


New York, Aug. 24.— Space in 


publications is being scheduled by 
Continental Import division of 
R. C. Williams & Co. for its “new 
label” campaign to introduce Ha- 
vana Club Cuban rum to the con- 
sumer in its new gold label. The 
new label was decided upon about 
a month ago. 

Esquire, Liberty, The New 
Yorker and Time have been sched- 
uled, as have a dozen Ohio news- 
papers and most liquor publica- 
tions. Plans are being made t 
extend the campaign in_ these 
three media. 

Copy gives prominent display to 
the rum in its new label, and is 


smoother drinks come from Ha- 
vana Club rum.” Alley & Richards 
Company, New York, is_ the 
agency. 


Pitney-Bowes Advances 

H. M. Nordberg, formerly 3 
division manager of Pitney-Bowes 
Postage Meter Company, Stan- 
ford, Conn., has been appointed 
assistant to the vice-president in 
charge of sales. E. M. Davis has 


ern sales manager at Atlanta, and 


manager at Chicago. 


— | 


Long After the Shooting Is Over, her? 
Will Be Need of a War Theme Messag¢ 
in Every. Ad. 
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FORTHE HEATING INDUSTRY 


Fuel Conservation Program makes Reconversion 


FIRE CONTROL IN WAR 


SINKS ENEMY SHIPS! Pet Us Help You... 


@ STOP WASTEFUL OVERHEATING 
© ADJUST YOUR HEATING PLANT 
© INSTALL FUEL-SAVING CONTROLS 


an actuality for the Heating Industry today! 


It is seldom that any civilian industry is 
singled out specifically and given an 
essential wartime job which, at the same 
time, insures continuity of dealer function 
and an ‘advance opportunity for reconver- 
sion. This is just what has happened for the 
heating industry. 


ll Outdoor 
e Tre asury 
st outdoor 


plans to DOMESTIC ENGINEERING is proud of its 


/ 


ry during 


part in developing information upon which 


FIRE CONTROL AT HOME 


the government based its decision for allo- 
Rum cations and for the manufacture of heating SAVES F VEL - © REPLACE WORN-OUT EQUIPMENT 
Drive ff equipment. DOMESTIC ENGINEERING’S 7 = © KEEP THE HEAT IN YOUR HOME 
edia continuing efforts will be in the direction of . re y 
‘ata assisting-all branches of the heating indus- OLD HEALTHFUL TEMPERATURES 
oP ge try in discharging their unprecedented re- a 


isin off — sponsibilities vital to the successful comple- 


its “new 


duce He- tion of the fuel conservation program. 
1€ con- . 
vai. DOMESTIC ENGINEERING offers manufac- , ' = 
_ turers a market which is a reality today... lv), ear for thus | Sign 
—— it is a rapidly expanding reality. Full assist- 

Publica. ance and information to help manufac- DOMESTIC ENGINEERING is placing this giant poster” in the windows of 
in these turers of heating, plumbing and air condi- thousands of heating contractor-dealers from coast to coast. This sign has 
isplay to tioning products reach the Domestic Engi- double significance. From the standpoint of keeping homes, offices, factories 
oat neering Market are available on request. and other buildings heated next winter, it stands as assurance that'this will 
om Ha- be done through fuel savings effected by this Conservation Campaign. 

- 7 : To Manufacturers with products for the heating, plumbing and air condition- 

ioe industry, this sign in contractor-dealer’s windows signifies that here is an 

nces “This poster measures 50x38". Announced and re industry which is well on the way to complete reconversion.... here are 
poewa | gy cod age pens Sian Wie cates dealers with a keen sense of timing and merchandising ability ... here are 
Racer 3 pe begsc cn iramiaee sy. cball Do ‘oli. Se Soe the readers of DOMESTIC ENGINEERING .. . here is evidence of how they 
<spgh and how our services can help you on reconversion. respond to messages published in DOMESTIC ENGINEERING. 
manager 
7, south- 
nta, and 
nm sales 


FIRST AWARD TO 
DOMESTIC ENGINEERING 


The plaque above shows first award to DOMESTIC ENGI- 
NEERING for best series of articles and editorials published 
in 1943. Leading business papers throughout the country 
competed. Over 290 entries were made for this high honor. 
This is the third year DOMESTIC ENGINEERING has won 
award. 
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radio campaign, which officially | 
opens Sept. 7, 10 p. m., on vee 
land CBS, with Gov. Thomas 

| Dewey, nominee for president, | 
| speaking from Convention Hall in | 
Philadelphia, nine Republican gov- 


Sgt . 
Political Parties 
Buy Network Time; | ernors will speak on three special | 

|network —— Rpg dia ue 
Name Publicity Men ici csmpsign facies trom s 


geographical cross-section point of 

: : a : | View. 

nite ‘radio "expenditure by the | ,, Scheduled #0 far is a 10:18-10:80 

Democratic National Committee | ba, 29: 10: "30-10: 45 p. a EWT 

pat — ben singe F coe | on NBC, Sept. 1, and the third in 
— . eee ae ug. »\the series will probably be on 


10:30-11 p. m., EWT. Broadcast 

will be the acceptance speech by Sept. 5, on either CBS or Mutual. 

Sen. Harry S. Truman, Democratic To Talk at Louisville 
Governor Dewey’s second talk 


candidate for the vice-presidency, 

speaking from his birthplace,| will be Sept. 8 from Louisville, 

Lamar, Mo. when he speaks before the Na- 
Federation of Women’s | 


To carry the Truman talk, NBC | tional 
will cancel the usual broadcast of | Clubs, the talk to be heard on CBS | 
Time, Inc.’s “March of Time,” the|and NBC, 9:30-10 p. m., EWT. 
Blue will cancel McKesson & Rob-| Also scheduled is a broadcast by 
bins’ “Stop or Go” program, and | Gov. John W. Bricker of Ohio, 
CBS will not carry “Here’s to|vice- presidential GOP nominee, 
Romance,” sponsored by Bourjois, | addressing the Indiana Republican | 
Inc. The Mutual Army air forces | Editorial Association at French | 
show will not be heard. | Lick, Ind., to be heard on NBC | 

As a prelude series to the Re-| Sept. 9 from 9-9:30 p. m. 
publican National Committee’s| Herbert Brownell Jr., chairman 


of the Republican National Com- 
mittee, yesterday appointed God- | 
E. | frey Hammond of Scarsdale, N. Y.., 
as director of publicity, while 
Mark Larkin, former field repre- | 
|sentative for the Hays organiza- 
tion, has been named radio pub- 
| licity director for the national | 
campaign by Henry R. Turnbull, 
radio director of the GOP com- | 
mittee. 

President of Popular Science 
Publishing Company, and vice- 
president and director of S-M 
News Company, magazine distrib- | 
utor, Mr. Hammond will be on} 
leave of absence for the duration 
of the Republican presidential 
campaign. New to political work, 
Mr. Hammond has headed the 
|Magazine drive of the Red Cross 
|for the past two years, and has 
|had considerable experience in 
|the promotion and_ publishing 
fields. 
| Formerly on the War Activities 
|Committee of the Motion Picture 
| Industry, Mr. Larkin has had wide 
publicity experience in radio and 
|motion pictures. He was at one 
|time publicity agent for Mary 


| Pickford and Douglas Fairbanks, 


and has handled public relations 


|for various coast-to-coast radio 
programs for such organizations 
las the Red Cross, American Le- 
| gion and U. S. Treasury. 


| Business Paper Insertion 
Promotes M-G-M Film 


| Metro - Goldwyn - Mayer has 
| scheduled an insertion in 35 busi- 
| ness papers in metals, automotive, 
Fata pee chemical, electric, rail- 
road, power and machinery fields, 
|} in September, for “An American 
| Romance,” on the rise of an immi- 
grant Czech steel worker, featur- 
‘ing Brian -Donlevy, which will 
‘have its premiere in Cincinnati 
Oct. 12. 

The premiere will be promoted 
in newspapers, outdoor and radio 
in 100 cities in Ohio, Indiana, West 
Virginia and Kentucky. Premieres 
in the 48 state capital cities will 
follow. Donahue & Coe, New 
York, is the agency. 


Joins National Brands 
Eugene L. Strasser, formerly 
with the NAZ-DAR Company, 
Chicago, has been appointed art 
director and assistant in the ad- 
vertising department of National 


Brands, Chicago. 


Selling the Automotive Trade and Transport Field Abroad 


KL AUTOMOVIL 
BILE can help you. 
For these magazines published monthly 


(K] Automovil Americano since 1917 
have developed widespread confidence 


AMERICANO 


The markets represented by the Automotive Trade 


and THE AMERICAN AUTOMO- 


in separate Spanish and English editions 


~The American Automobile 


since 1924) 


among paid subscribers throughout the 
Automotive Trade and ‘Transport Field overseas. 


are your important business frontiers of the future. 


and ‘Transport Field abroad 


177 manufacturers recognizing the sales potentials to come from these markets 
are laying the groundwork now for this business by advertising in KL AUTO- 


MOVIL AMERICANO and THE AMERICAN AUTOMOBILE. Mean- 


while our ‘Trade 


abroad. 


We would like to cooperate with you. 


Counsellors Staff is helping them line up sales distribution 


“E BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.)] 


THE * BPIC SPECIALIZED EXPORT a 


PRTERNACIONAL 


pupesTeia 


published monthly in Span- published monthly in Span 


published monthly in Eng- 


published monthly in 


ish. circulates to the Latin ish, circulates to the Latin lish and circulating on a ish and circulating 


American industrial and en- 
ineering ve *ntal ¢ , 
gineering, governmental and and importing paid sub 


importing : paid subscriber scriber readers. Established 
readers. Established 1919. 1919. 


engineering, 
transport 


American construction and paid subscription basis to 
governmental the automotive trade and 


Africa, Europe and Oceania. 
Established 1924. 


field in Asia, ° 
transport field in 


America. Established 


the automotive trade 


Span- published monthly in Span- 
on a ish and circulating on a 
paid subscription basis to paid subscription basis to 


and the drug trade and health 
Latin field in Latin America. Es- 
1917. tablished 1925. 


Tun through the fall, the Lincall 
| series indefinitely. 


me J. Walter Thompson Company, 


/around $500,000 in 1940 and ‘41. 


|Company until July, 1940, whe! 
| R&R took over, the account + estl- 
|mated as worth about $1,())),0U! 
|Chief medium used is n 
| radio, the company currently ©pon- 
| soring na 


spent chiefly in newspapers. M°- 


| the company’s possible fut 


Ma .. aa 
es wy! = 


Advertising Age, August 


Magazines an 
Dailies Get New 
Lincoln Camp: ig 


Detroit, Aug. 23.—Trad 
that there might be no _ inggl 
motor car, postwar, were «> 5tehg 
this week as the Ford Mot.» Cop 
pany launched an extensi\. jpg 
tutional campaign for its © try d 
the fine car field, in ney aber 
and national magazines. 

Symbolic of wartime da). whe 
travel is restricted, the  penip 
advertisement of the sereg ; 


Chik “the: Vitthe rade will unlock th, 
s - 
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Se 


= LINCOLN 


af Hab Bovae Owe 


dominated by an illustration of g 
highway along the New Hope 
Canal in Pennsylvania—without a 
car in sight. Headlined “Again 
the little roads will unlock thei 
magic,” the ad declares that when 
peace comes and “you heed the 
gypsy call,” “a new Lincoln motor 
car—the finest and smartest ever 
to bear the name—will be ready 
to transport you.” 

The postwar Lincoln, it adds 
“will be engineered by men whe 
speak of precision in millionths of 
an inch. Its style will set a new 
goal for the industry. It will add 
immeasurably to the Lincoln tra 
dition for advanced design and 
distinguished transportation.” 

The initial ad, appearing in @ 
list of major city newspapers and 
in August and September issues @ 
10 national magazines, is the first 
heavy Lincoln promotion since 
1942, when Ford invested slightly 
more than $14,000 in newspaper 
and magazine space compared W 


oeelt 


Ford also will start, in Sep 
tember, a nationwide outdoor pos 
ter campaign for its Mercury cat, 
the first promotion in nearly three 
_years. The Mercury series wil 


The campaign is being handled 


Chicago, which took over the Ford 
account last December. 


Emerson Drug Appoints 
McCann-Erickson 
Emerson Drug Company, Balti- 
more, has moved its accoun! fromm 
Ruthrauff & Ryan to McCann- 
Erickson, the second shift in agen- 
cies the manufacturer of Bromo- 
Seltzer has made in four years. 
Placed by J. Walter Thompson 


“Vox Pop” on CB 
“Ellery Queen” on NBC. I 
of the advertising appropri: 


Cann-Erickson has no sta ner 
to make at the present time 4s 


vertising plans. 
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distribution, an ad in Fawcett Magazine Comics 
stated “order direct from us if your dealer does 
not carry” —and received enough mail-orders from 
non-distribution towns alone to more than pay for 
the advertising! 


= he EOPLE of all ages have always read comic strips. 

; t Pon the rise of the magazine comics is nothing 
uture am short of spectacular. And for advertiser after adver- 
tiser, they are scoring sensational successes. 


Proof? Look what Mary Marvel Dresses reports. In 
Fawcett Magazine Comics, offering a $2.98 child’s 
dress—here’s what happened: With the issue barely 
on the stands, sales by mail through the magazines 
have already topped 5000. One day’s first mail alone 
brought 689 orders. That's sales power! 


Already, the magazine comics (all groups including 
our own) are read in nearly 3 out of 4 homes. And 
their primary newsstand circulation—totalling 25 
million per month—is only a part of the staggering 
total. Comics magazines are a sort of neighborhood 
currency, traded from reader to reader until each 


FAWCETT ~ 
WAGAZIVE COMICS Gq 


Mary Marvel is only one case. A $55 typewriter, 


with a $900 expenditure in Fawcett Magazine 
Comics, pulled $7,078 in sales—and hundreds of 
additional sales were turned back by a Government 
stop-order. 


A $1.00 toilet item pulled orders at an advertising 
cost of 5¢ each. And on a $3.50 item with national 


copy is too tattered for further use—by which time 
it has done a terrific selling job, among readers you 
didn’t pay for at all! 

A readership survey, just released, can give you some 
amazing facts on why “Open Evenings to 8 p.m.” 
is an appropriate heading for this advertisement. 


Captain Marvel Adventures, Captain Marvel, Jr., Captain e, r 


Midnight, Don Winslow of The Navy, Funny Animals, 
Whiz Comics, Master Comics, Wow Comics. Fawcett Pub- 
lications, Inc., New York 18: 1501 Broadway. Chicago 1: 
360 North Michigan Avenue. Edward S. Townsend Co. 
Los Angeles 14: Pacific Mutual Building—San Francisco 4; 
Russ Building. 
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Armour to Break 
Margarine Copy 
in September 


Chicago, Aug. 24.—Emphasizing 
twin appeals, “Extra Fresh!” and 
“Extra Good!”, Armour & Co. next 
month will launch a new cam- 
paign in behalf of its Mayflower 
margarine. 

Beginning Sept. 7, newspapers 
in principal markets will carry 
6x1@-inch ads on a weekly basis. 
Twenty - four sheet posters, car 
cards and spot radio will be used 
starting in October. 

The newspaper copy shows uses 
to which margarine can be put, 
such as enrichment for vegetables 
and a spread for sandwiches, and 
adds that families everywhere say 
Mayflower is the margarine “that 


melts in your mouth.” All adver- 
tisements remind housewives that 
the product is easy to color and 
easy to spread. 

Mayflower margarine is fresh, 
copy explains, because it is made 
daily in conveniently located fac- 
tories and delivered to stores 
under refrigeration. 

Armour is furnishing dealers 
with display material, including 
over -the-wire banners, recipe 
folders, case strips, price cards and 
window backs. 

Foote, Cone & Belding, Chicago, 
is the agency. 


Joins Kemmerrer 


John W. Ritchie, formerly a 
technical writer for Lockheed Air- 
craft Corporation, Burbank, Cal., 
has been named to a similar ca- 
pacity with Kemmerrer, Inc., 
Hollywood. 


Field Purchase 
of Station WSAI 
Approved by FCC | 


Cincinnati, Aug. 23.—Sale of 
Station WSAI, Cincinnati, to Mar- 
shall Field, publisher of PM, New 
York, and the Chicago Sun, was 
given final approval today by the 
Federal Communications Commis- 
sion. The sale price of $550,000 
was paid to the Crosley Corpora- 
tion, Cincinnati. 

WSAI, a 5,000 watt station, was 
under the same ownership as 
WLW, 50,000-watt Cincinnati sta- 
tion, and had been up for sale to 
comply with the FCC’s duopoly 
order which requires holders of 
two or more standard broadcasting 


licenses in a single community to 


relinquish all but one radio prop- 
erty in that area. 

The FCC recently approved Mr. 
Field’s purchase of the controlling 
interest of the 20,000-watt station, 
WJJD, Chicago, which also was 
sold to comply with the duopoly 
order. 


Trol Now in 35 Markets 


Odell Company, Newark, has 
increased its consumer advertising 
for Trol hair tonic, started in May, 
1943, in three selected markets, to 
a list of several newspapers in 35 
markets in the Eastern area. Re- 
cently added to carry the 500, 150 
and 75-line ads are papers in Phil- 
adelphia, Boston, Baltimore and 
Washington. Copy continues to 
stress “the new kind of hair tonic.” 
Lawrence C. Gumbinner Advertis- 
ing Agency, New York, is in 
charge. 


—~ 


Expanses of lawn and gardens, with 
a lake nearby for boating and bathing 
and fishing. A path through the grove 
where children can run and ride their 
bikes in safety. A good market only a 
short walk from the doorstep. 

This sounds like the ideal vacation 
spot. Itisn’t. It is the pattern of living 
of the future within or near the cities. 
The plans are being laid today, along 
with many other revolutionary things 
we expect in our post-war world, 


Only we have learned not to expect 
change before it is due. There is a 
natural order that post-war progress 
will follow. First an interval after war 
to give industry and the building trades 


an opportunity to readjust to peace- 
time pursuits and to produce in quan- 
tity the peacetime things that are now 
in blueprint. Then, gradually, many 
new and exciting commodities will 
appear on the scene. The change will 
be evolution rather than revolution. 


To tell the public of things that are 
to come is the responsibility of the 


market. His easiest route in presenting 
the virtues of his merchandise is 
through the large 
tion, such as Philadelphia. Consider 
this important city especially, for 
nearly 4 out of 5 of its families are 
reached daily by one newspaper. 


tive years. 


manufacturer anticipating a post-war 


centers of popula- 


That newspaper is The Philadelphia 
Evening Bulletin. It is a family news- 
paper in this city of homes. Its circula- 
tion, in excess of 600,000, is the largest 
evening newspaper circulation in 
America. Despite wartime handicaps, 
its editorial prestige has been enhanced. 
It is Philadelphia’s leading newspaper 
— has been the leader for 39 consecu- 


IN PHILADELPHIA — 
NEARLY EVERYBODY 
READS THE BULLETIN 


Buy more War Stamps from your newspaper boy 


Advertising Age, August »» 
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Army Anticipates. 
Xmas Gift Orders 
fo Increase 400% 


New York, Aug. 24.—Aboy | 
600,000 individual orders fyoyy) ¢) 
diers overseas for Christmas gis 
for the folks back home w!) }), 


to be handled in the coming wee}, 
according to estimates of the Ar» 
Exchange Service, branch of 
Army Special Services. This re, 
resents an increase of abou! 4poe1 
over the 362,000 orders placed Ja. 
year and is 20 times the numbp 


of gift orders handled the 4, 
Christmas America spent und 
wartime conditions. 

The colossal task of helpi; 
“G.I. Joe” get presents back 4 
family and friends in the Statd 
has been, in general, a three wa 
affair of cooperation among th 
men themselves,. the procuremey 
branch of the Army Exchanp 
Service, and interested manufa. 
turers. This year, as in the pas 
two, the Exchange Service has sen 
out a gift catalog to camps ove; 
seas. Soldiers choose items they 
wish delivered, Army feeds orders 
to manufacturers, who in turn for. 
ward the gift, a substitute if nec 
essary, or a gift check to the aq 
dressee designated. 


Wide Variety Offered 


The °44 catalog, distributed jy 
June to overseas servicemen on) 
offers a wide variety of goods 
slightly less than U. S. retail prices 
In 1943 nine manufacturers were 
listed: Elizabeth Arden, Dorothy 
Gray Ltd. Helena Rubinstein 
Prince Matchabelli, Ideal Novelty 
& Toy Company, Whitman’s, Huy 
ler’s, Alfred D. McKelvy Compan 
and Crane Brand Cutlery, divisi 
of Metropolitan Cutlery Company 
This year all but the last are agair 
listed. In addition, the followin 
manufacturers are offering goods 
Walter A. Blankfort & Co., Zell 
Vanities, Lehn & Fink Product 
Corporation (Tussy _ perfumes) 
Darlington Cravats, Hickok Mfg 
Company, Cisco, Inc., S. Buchs 
baum Company, Spelrein Luggage 
Corporation, Atlantic Playing Cari 
Company, Autobridge Sales Con 
pany, Pulk’s Model Craft Hobbies 
and California Fruit Growers Ex- 
change. 

New feature this year is the op- 
portunity to order book club sul- 
scriptions to the Dollar Book Club 
and the Literary Guild of Americ 
American News Company is al 
taking orders for about 70 magi- 
zines, and Dell Publications is at- 
cepting orders for subscriptions 10 
five comic magazines. Florists ate 
listed, as well. 


List Is Expanded 


Additions have been made t 
list on the basis of estimate 
as to what the boys will bs 
likely to order. Cigarets, 
were included in the ’42 list, } 
of little popularity as gifts and are 
no longer offered, it was exp 
Topping the list of orders la 
| were flowers, receiving 35% 
orders placed. Candy was th 
favorite, with 26%; the fou 
|metic and perfume compan 
|taled 19%, with toys about ! 
| Each manufacturer is 
| one page in the catalog, wit 
message and layout left up 
firm. In addition to the Chi 
| catalog, the Exchange Servi 
| out booklets for Easter, M 
Day, and other occasions. Th 
already has brought about § 
orders, exclusive of Christn 


To Vote on Merger 


Stockholders of Oliver 
Equipment Company, C! 
will vote Oct. 1 on a prop 
acquire the Cleveland 1 
|Company through an excha 
stock, Alva W. Phelps, 
president, disclosed last 
The Cleveland company ma 
tures a crawler-type tra 
peacetime while Oliver 
Equipment, with plants 1 
midwestern states, makes a 
plete line of farm equipme! 


SALVAGE ALL WASTE FP 
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oy 
ies \ ell, youre in this one .. . and in every NEWSWEEK advertisement 
ders where we talk about Significant People.* Because, when we say 
WA Significant People, we mean you, and people like you. 
—A It 
S 1 M sol . * ° : : 
stmas gif g The kind of people who, knowing the importance of being well-informed, 
tthe Amy appreciate the impartiality 
This red 
on they find in Newsweek. The 
7 imbe : 
age 7] kind of people who want facts | 
of 1elpir M ; . 
S back . and the significance of facts 
the Sta t 
three y 
among th —but want these kept separate from 
"ocul! emen 
Ex nang . 
"erage each other. Who value opinions only when labeled opinions; who prefer ‘ 
ce has ‘al : 
clad accuracy to color; who rank perspective above dramatization. : 
tems they 2 
eds orderd , 
Nn turn for- 
ute if neo 
to the ad me wi , 
You Significant People are not only the intellectual strength of our 
ered 
ributed i Republic, you are also probably the most “mentally acquisitive’ group 
»-mMmen or yi 
f goods if iw . ° . . 
tail prices anywhere to be found. Enjoying incomes well above average, and with 
Irers were y / 
ly Dorothy * 9 
—ae 45% of you already in executive posts, youre a whale of a good market 
IN OVelty ’ al 
an’s, Huy. 
geen for every man with a good product to sell. Your eager interest in the new, 
Company 
5 are agal * -* . 
followin your constant raising of your goals—both mental and material—are best 
ing goods! 
Co., Zell . . . . . . 
: Produci reflected in our six-year circulation zoom of 78%, and our jump in 
perfumes)] 
ckok Mfg os . 5 
See advertising revenue (among all general magazines) from 22nd to 5th place! 
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ut 8:0 . 
stm PEOPLE ; A prewar employment of servants by 85.3% ! 
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ar 1 A 45.2% listing as executives in business and i 
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¥ : An average annual payment of insurance 
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Railroad Heads 


Defend Action in 
Anti-trust Suit 


Washington, Aug. 24. — Though 
maintaining official silence on the} 
Justice Department’s anti-trust} 
suit against major railroad inter-| 
ests, officials of the Association of 
American Railroads express little | 
inclination to revamp operating | 
and rate-making policies of the} 
roads pending a court decision on 
the government’s action. 

The suit, filed in the United 
States district court at Lincoln, 
Neb., yesterday, charges that the 
association, together with 47 rail- 
roads, combined to maintain non- 
competitive rates and to retard im- 
provements on western railroads. 
It asks dissolution of the AAR and 
the Western Association of Rail- 
way Executives. 

Among the numerous results of 
the conspiracy, according to the 
Department of Justice, was an 


agreement to eliminate competi-| 


tion by restricting the individual 


railroad’s right to advertise and| 


solicit business. 
In its complaint, the government 


listed 21 separate offenses against | 


the railroads, including the follow- 
ing: 
Imposed on shippers in western 


district freight rates higher than 


those for comparable service in the 
eastern district; fixed rates for 
transportation of petroleum by rail 
and pipe line at non-competitive 
rates; prevented construction of 
loading sheds and spurs for ship- 
pers; delayed installation of air- 
conditioning, radios and motion 
pictures on passenger trains; fixed 
freight rates and prevented reduc- 
tion of passenger fares; hindered 
development and use of motor ve- 
hicle transportation. 

Involved in the suit, in addition 
to AAR, are 47 railroads compris- 
ing 59.5% of the total railroad 
mileage in the country, with gross 
incomes for 1943 of more than 


| $4,000,000,000. The complaint also 


involves the banking houses of J. 
P. Morgan & Co. and Kuhn, Loeb 
& Co. 

According to the complaint, the 
western railroads agreed to submit 


all proposed rate and 


by the roads, when such changes 
adversely affected the incomes of 
competing railroads. 

Commenting on the charge, offi- 
cials of the Association of Ameri- 


|can Railroads noted that the agree- 


ment had been made in 1932 at the 
suggestion of the Interstate Com- 
merce Commission and that it was 
never a secret. 

They pointed to a _ statement 
made by the association to the 
Senate Kilgore committee last 
week, which said that the agree- 
ment had been dissolved more than 
a year ago. 


Agreement Abandoned 


The western agreement was 
made during the depression, the 
association pointed out, to elim- 
inate wasteful practices, and to 
enable the railroads to struggle 
through a period of economic hard- 
ship. When these hardships dis- 
appeared during wartime, the 
agreement was abandoned. 

At the time the case was filed 
government attorneys saw little 
prospect of a hearing for at least 
nine months. With abandonment of 
the western agreement, railroad 


service | officials saw no need for further, . 
changes to a commissioner selected | action on their part pending a rul-| Gibson Range: 


ing by the court. 


Officials of the AAR insist that 
the western agreement in itself in- | 


volved no violation of the anti- WPB Lifts Ban 


trust law, in that the rate bureaus | 
established under it were merely | 
agencies to bring shippers and rail- | 
roads together, with the final rate- 
making power retained by the 
Interstate Commerce Commission. 

All power over rates is exercised 
by ICC, they pointed out, noting 
that the commission has already 
completed hearings and is about to 
render a decision on eastern and 
western rate differentials, one of 
the basic issues involved in the 
anti-trust case. 


Heads Lock Advertising 


Frank H. Sherwood, for four 
years executive secretary-treas- 
urer of the National Contract 
Hardware Association, New York, 
has been appointed manager of 
advertising, catalogs and_ sales 
promotion, of the Independent 
Lock Company and _ Lockwood 
Hardware Mfg. Company, Fitch- 
burg, Mass. 


Modern 
Plastics 
Magazine 
Exists for 
Its Industry 


7 


It may seem a truism to say that MODERN PLASTICS 
magazine exists for the plastics industry. 


But let’s look behind the words. MODERN PLASTICS 
activities are not only confined to the field of 
publishing, but are directed to the expanding use 


of plastics and the widening of public understanding 


of these materials. 


Editorially, MODERN PLASTICS is primarily directed 


to the users of plastic materials in both raw and 


finished forms. These include the large 


techniques, new materials — news, which the user 
of plastics needs. 


industrialists in all industries, both heavy and 
light. The bulk of MODERN PLASTICS editorial 
content is devoted to new application, new 


Of course, MODERN PLASTICS covers the plastics jbe available “when Victory 


industry about as completely as any magazine 


can cover an industry. Not quite 100% of the 
molders, fabricators, laminators, extruders and raw 


materials suppliers are readers. But — it is a 
proven fact that every one of the leaders in these 
activities, and substantially more than 95% of the 
entire plastics field, are on MODERN PLASTICS 
books as paid subscribers. 


Thus does MODERN PLASTICS cover the plastics 
market. 


And for its industry, MODERN PLASTICS exists as a 
service organization — dispensing information, 


producing motion pictures, sponsoring exhibits, 
radio programs and other public relations 
activities. These services further cement MODERN 
PLASTICS position as the authoritative fountainhead 


of plastic information and the reliable, established 
and responsible publishing organization in the 
plastics industry. 


MODERN PLASTICS’ more than 400 subscribers 
will attest the potency of the paper. 


ODERN 


. the only ABC plastics paper 


. the authority on the 


. the established institution in its field 


LASTICS 
rm 


subject 


wy 


. one of America’s great industrial publications! 


MAGAZIN 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, NEW YORK I7, N. Y. 
Chicago * Washington « Cleveland « Los Angeles 


MEMBER AUDIT BUREAU 
OF CIRCULATIONS 


INC. 


| will a similar ad in the Sept. 4 


'small, and full production is still 
|withheld, Gibson tells the con- 


|Same medium by Gibson’s agent 
|W. W. Garrison & Co., Chicag 
| beginning in January, 1945, will 


Don Searle Promoted 
| Don E. Gilman, vice-presiden' 


tpn) cite 
Re wd 
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Emerge in Ads as 


(Picture on Page 5: 

Greenville, Mich., Aug 92 
Using half- and two-thir 
color advertisements in 
magazines, Gibson Refricspa:.. 
Company, beginning in Sep 
will stress its Kookall 
range, production for a ited 
number of which was recent} 
permitted by the WPB. 

Gibson’s duration advertis yo. 
modest proportion throughow:. ha. 
been notable for emp zing 
“products only,” giving min, 
mention in reaching the trade an, 
public to the fact that it has bee, 
and is engaged 100% in war work 

In July, Gibson began its pres. 
ent magazine series for its 
erators and ranges. Alteri it 
each advertisement the design 9; 
both products, its aim was a pr 
jection of future models which 
would be shown in greater deta] 
as their production neared. Fov;- 
color insertions in Liberty and The 
Saturday Evening Post feature 
“The Refrigerator with the Strat, 
Zone Principle.” Postscript cop; 
told of the Kookall electric range. 
a “phantom” illustration of which 
depicted the range that “will be 
available again with further im- 
provements after Victory.” The 
same ads were carried in August 
issues of Good Housekeeping and 
Life, in three and two colors, re. 
spectively. 

In August issues of Life and 
The Saturday Evening Post, four- 
color ads portrayed a differently 
styled refrigerator and range, as 


Life. In September and October 
magazines, however, Gibson gives 
the featured portion of the ads t 
the Kookall range with insertions 
in the Sept. 2 Saturday Evening 
Post in four colors, the Octobe: 
Good Housekeeping in _ three 
colors, the Oct. 7 Liberty in fow 
colors and the Oct. 2 Life in tw 
colors. 

Since the WPB-permitted vol- 
ume of new electric ranges 


sumer that the Kookall electri 
| range, with automatic control, will 


won.” 
Advertisements planned for the 


successively come closer to por- 
\traying the actual product the 
/consumer will purchase. 


Gilman Leaves Blue: 


in charge of Blue Network’s west- 
/ern division since February, 1942, 
‘has resigned to become executive 
| vice-president of California Oil & 


Don E. Gilman 


Don Se-e 


'Gas Association, Los An: «les 
‘effective Sept. 1. Named : 
new general manager of the 
‘division is Don Searle, fo mé 
manager of Station KGO, »># 
| Francisco. 

Mr. Gilman was head © 
western division of Nat 
Broadcasting Company fo 
years, directing both Red and 
network operations in that ! 
until their separation § in 
when he was named to take « - 
of the Blue division. 

Mr. Searle has been acti 
radio for 20 years as manat 
several radio stations, and is 
ently part owner of stati 
Grand Island, Neb., and W 
Kan. In his new post he 
continue supervision of KG‘ 
KECA, Los Angeles. 
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‘YEWS OF NATIONAL AFFAIRS—more 


PEN SESAME 


The news of national affairs—explained and spot- 
analyzed in The United States News—is gathered 
at the source by our staff of trained specialists. 
They have the “Open Sesame” to every important 
door in Washington. More than 200,000 im- 
portant people rely on The United States News 


for authentic information .............eee8-. 


than ever important 


i 


Original Sources 
of 
Important News 


WHITE HOUSE 
SENATE 
HOUSE OF REPRESENTATIVES 
WAR DEPARTMENT 
NAVY DEPARTMENT 
STATE DEPARTMENT 
TREASURY DEPARTMENT 
DEPARTMENT OF JUSTICE 
POST OFFICE DEPARTMENT 
DEPARTMENT OF THE INTERIOR 
DEPARTMENT OF COMMERCE 
DEPARTMENT OF AGRICULTURE 
DEPARTMENT OF LABOR 
FEDERAL BUREAU OF INVESTIGATION 
WAR PRODUCTION BOARD 
OFFICE OF PRICE ADMINISTRATION 
WAR MANPOWER COMMISSION 
NATIONAL WAR LABOR BOARD 
OFFICE OF DEFENSE TRANSPORTATION 
BUREAU OF INTERNAL REVENUE 
WAR FOOD ADMINISTRATION 
RECONSTRUCTION FINANCE CORPORATION 
NATIONAL LABOR RELATIONS BOARD 
SUPREME COURT OF THE UNITED STATES 
FOREIGN ECONOMIC ADMINISTRATION 
OFFICE OF WAR MOBILIZATION 
OFFICE OF WAR INFORMATION 
SMALLER WAR PLANTS CORPORATION 
MARITIME COMMISSION 
WAR SHIPPING ADMINISTRATION 
NATIONAL HOUSING AGENCY 
U.S. TAX COURT 
SELECTIVE SERVICE 
SECURITIES AND EXCHANGE COMMISSION 
VETERANS’ ADMINISTRATION 
OFFICE OF SURPLUS PROPERTY ADMINISTRATOR 
OFFICE OF ALIEN PROPERTY CUSTODIAN 
NATIONAL MEDIATION BOARD 


OFFICE OF THE COORDINATOR OF 
INTER-AMERICAN AFFAIRS 


SOCIAL SECURITY BOARD 
OFFICE OF THE RUBBER ADMINISTRATOR 
PETROLEUM ADMINISTRATION FOR WAR 

U.S. FEDERAL COURTS 
CONGRESSIONAL COMMITTEES 


BUREAUS, AGENCIES & AUTHORITIES 
OF THE FEDERAL GOVERNMENT 


1 


Dan MW Ashley 
Vice President in charge 1 
30 Rockefeller Plaza, New York 20, N 
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Named Radio Sales Rep. 


Frank J. McCloskey, formerly 
with Gross Distributors, Inc., has 
been appointed representative of 
the radio division of Stromberg- 
Carlson Company, Rochester, N. Y., 
in southern and _ southeastern 
states. In line with postwar sales 
development plans, he will con- 
tact distributors and key dealers 
of the Stromberg-Carlson radio, 
FM and television lines in the 
area, 


Swanson Resigns 

Walter E. Swanson, co-founder 
and for the past 15 years an ac- 
tive member of the Automatic 
Canteen Company of America, 
Chicago, has resigned. 


Seeks Tele Permit 


Maison Blanche Company, New 
Orleans department store, has 
filed application with FCC for per- 
mission to erect and operate a 
television station in New Orleans. 


For Best Results Advertise in— 


“‘CONCENTRATED”’ 
NEGRO MARKETS 


Defender Newspapers, covering the three largest Negre 


Concentrate your advertising expenditures in the Chicago | 
markets in the Middle West. 
CHICAGO—THE CHICAGO DEFENDER 
LOUISVILLE—THE LOUISVILLE DEFENDER | 
Sold separately or in combination 
ORGE T. HOPEWELL, Exclusive Representatives | 
NEW YORK OFFICE: 101 Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive 


DETROIT—THE MICHIGAN CHRONICLE 


Write for information: 


Peanut Council 
Plans $300,000 
Drive in 1945 


Atlanta, Aug. 23.—Mass circula- 
tion magazines, radio participa- 
tion programs and trade publica- 
tions will be scheduled in 1945, 
the first year of a proposed three- 
year program, of National Peanut 
Council. Of a $300,000 annual 
expenditure, plans call for $35,000 
to be devoted to research, $35,000 
for publicity, and $230,000 for 
advertising. 

Full-color pages will be run in 
Good Housekeeping, Ladies’ Home 
Journal, Life, McCall’s, True Story, 
and Woman’s Home Companion. 
Women’s shopping commentators 
on stations in major markets 
throughout the country will be 
scheduled, and a “substantial” 
business paper campaign is 
planned “to get choice space for 


floor, counter and window dis- 


plays in all types of retail outlets 
handling peanut products.” 

A promotional plan book of the 
council emphasizes that “1,000,000 
outlets are available.’ Among 
these are some 352,000 grocery 
stores, 219,000 filling stations, 154,- 
000 “eating places,” 123,000 
“drinking places,’ 53,000 drug 
stores, 40,000 confectionery stores, 
and 59,000 miscellaneous stores. 

With 30% of total edible peanut 
production now going to war uses, 
and “39% of the total crop now 
crushed for oil and consumed be- 
cause of wartime demands,” it is 
shown, the need for developing 
new uses is urgent. 


New Demands Needed 


A chart is presented showing 
sharp declines in peanut prices 
and production after World War I. 
The council, of which Walter A. 
Richards of Tom Huston Peanut 
Company is president, says that 
“history will repeat itself” unless 
new demands are created. 

This would be in part by re- 
search to improve quality of pres- 
ent peanut products, by creating 
new products, and extending mar- 
kets. The council’s research com- 
mittee, headed by Ed Stevens of 


ia 


THIS ACB NEWSPAPER 
RESEARCH SERVICE 


TELLS YOU! 


You Choose the Subject... ACB Furnishes the 
Advertisements and Keeps Your Scrap Book Up-to-Date! 


So you’re a skeptic, 


eh? 


You’ve been trying for years to get a scrap book 
record kept on certain subjects connected with news- 
paper advertising. Most everyone in your office has 
tried and failed you to date, including yourself! 


You can have the records you want—ask for ACB’s 
Scrap Book Service. A compact, loose-leaf book is 
set up and serviced weekly to show copy and range 
of each ad run on specified brands. Competitive 
national and/or dealer advertising is covered in 
all papers, all cities, or can be limited to certain 


“ 


SEND TODAY for a 20-page Catalog describing 
and illustrating the 12 helpful services which ACB 
will furnish to merchandisers. Gives details of 


cost, coverage, list of users, etc. 


NEW YORK (16), 79 Madison Avenve + 


CHICAGO (5), 538 South Clark Street + 


specified cities or market groups. ‘‘Unduplicated”’ 
copy (only 1 of each advertisement) can be fur- 


nished if desired. 


Scrap Books are valuable to account executives and 
are constantly referred to by space buying, art, and 
copy departments. Compiled on retail store adver- 
tising support, they are especially helpful to manu- 
facturers in reviewing and encouraging such coop- 
eration, at showroom or sales office. 


You specify what you want in that scrap book— 


ACB does the rest! 


“The 


| ADVERTISING 
CHECKING BUREAU 


eames — 
' 
' 


eel 


INC. 


SAN FRANCISCO (5), 16 First Street 


Advertising Age, August 1944 


Dawson Cotton Oil Compa = 
rently is studying the “si ))jj, 
palatability and appear 7 
peanuts;” the vitamins in ' 
peanuts and peanut butte: 
peanut products in food pr: 
and control of insect inf« 
This committee also is 
with federal and state agric))ty.. 
units to improve seed sto: a 
conditions, etc. 


Publicity Planned 


A publicity campaign, un the 
advertising - publicity com ittes 
headed by William P. Wood\ey 
Columbian Peanut Company, js 
tell the story of the “food ang 
health values” of peanuts to audi. 
ences of publications and raqj, 
stations and would emphasize “th. 
size, importance and versatility 0; 
the entire peanut industry. 

Funds are to be raised on the 
basis of 25 cents a ton from peanyt 
cleaners and shellers, 5 cents g 
ton from crushers, % cent a bag 
from brokers, 1 cent per 109 
pounds from peanut butter many- 
facturers, 1 cent per 100 pounds 
from salters, 1 cent per 100 pounds 
from confectioners, and 25 cents a 
ton on farmers’ stock of peanuts 
sold to shellers or crushers. Allied 
businesses and organizations 
would contribute in proportion t 
their interest in this industry. 

J. Walter Thompson Company i; 
the agency. 


Heads Box Advertisers 


Ralph L. Harden, sales manager 
of the Mason Box Company, At- 
tleboro Falls, Mass, has been ap- 
pointed chairman of a _ newly 
formed advertising committee of 
the National Paper Box Manufac- 
turers Association, Philadelphia 
The position includes management 
of the Master Craftsmen group, 
comprising about 50 setup paper 
box firms and _ suppliers, wh 
jointly advertise the industry in 
national magazines. 


333 COUNTIES 


~ JOHN J.GILLIN, JR.. PRES. 
| ee ee 
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their shells . . . Too much advertising 
is prosaic, too; hard pavement under 
the eye, dull in pattern, lacking light 
and warmth .. . Get gravure to give a 
new slant, awaken new awareness... 

Gravure has glamour for every eye, 
makes more pleasing presentation... 
and finds in the Sunday gravure picture 
sections, audience to equal its appeal! 
War scenes, local stuff, legs and lens 
hogs... the stock shots of kids, dogs, 
babies, oddities the camera catches... 
make this first picture magazine still 


the Sunday cynosure which regularly 
rates 90% readership by whole families, 
at home, at ease, on Sunday... And 
Metropolitan Group makes the medium 
national—grouping 24 major Sunday 
papers with 11,500,000 circulation... 
reaching half the better buying homes 
in the whole national market!... The 
cost is probably lower than you think. 


Get the details from any office... 


Balgmore Sun ¢ Boston Globe .¢ Boston Herald «+ Buffalo Courier-Express « Chicago Tribune ¢ Cincinnati Enquirer 
d Cleveland Plain Dealer « Des. Moines Register « Detroit News « Detroit Free Press « Milw aukee Journal ¢ Minneapolis Tribune 
y New York News « Philadelphia Ing@irer « Pittsburgh Press * Prov idence Journal « St. Louis Globe-Democrat « St. Louis Post-Dispatch 

St. Paul Pioncer Press ¢ Scranton Scrantonian «Seattle Times « Springfield Union & Republican « Syracuse Post-Standard « Washington Star 


cs 220 East 42nd Street, N. Y.17 ¢ Tribune Tower, Chicago 11 « New Center Building, Detroit 2 * 155 Montgomery Street, San Francisco 4 
sore as 
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Reporter on the 


yo S. Howland doesn’t believe in writing stories 


from a swivel chair. 


While getting the “inside story”’ on a Georgia prison 
camp, Howland took time out to burlesque a prisoner’s 
lot before the lens of LIFE Photographer Ed Clark. 
But he found no time for merriment in his story on 
VOTING IN THE SOUTH, and came close to personal 
injury through tempers frayed by the touchy problem. 


Howland is one of eight Time, Inc. Bureau Heads 
who maintain separate news offices in U. 5S. cities at 
strategic points beyond the New York home office. His 
headquarters are in Atlanta, but he writes his stories 


wherever they happen, anywhere from Mexico to Alaska. 


On-location reporting by word, camera, and artist’s 
brush throughout the U.S. and the rest of the world is 
a big reason for LIFE’s consistent ability to be both 
interesting and accurate. It is a big reason why NO 
OTHER MAGAZINE IN HISTORY EVER HAD AS 
MANY READERS EVERY WEEK. 


He had to travel to write “Don’t Travel,” the title of one of Howland’s stories on the dif- 
‘cul os of obtaining accommodations in wartime. To illustrate conditions on many trains, 
'F! Photographer Ed Clark snapped this picture of a Pennsylvania R.R. day coach 
ised for both night and day travel with “standing room only,” and very little of that. 


1 4 Se , eS 

Oth wy ee ee of ty ig FY Me 
Bea 2 ago ES 
Howland has written much for LIFE on Canada and Alaska. The story on Canol (Army’s 
Canadian Oil project), of which this picture of a pipe-line was a part, followed another 
on ALASKA HIGHWAY. Howland was first journalist to make a comprehensive study 
of that vast project, and has been consulted on the subject by the U, 5, Government. 
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Industry Council 
Begins Drive for 
Fuel Oil Saving 


New York, Aug. 23.—The Pe- 
troleum Industry War Council has 
launched a campaign to educate 
distributors and their employes, 
and through them the public, on 
the need for fuel oil rationing, 
according to J. W. Connolly, 
Standard Oil Company of New 
Jersey, chairman of a special sub- 
committee on fuel oil rationing. 
The campaign has been approved 
by OPA, OWI and the Petroleum 
Administration for War. 

It is being announced to the 
industry in trade publications. To 
300 primary oil suppliers and 
3,500 distributors are being sent 
letters on objectives, a 30-minute 
slide film, “It Pays Dividends,” 
and a portfolio of advertising tools. 

The film is designed for show- 
ings to employes in this field, pro- 
viding them with information to 
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pass on to customers. The port- 
folio includes ideas for letters, 
booklets, bill enclosures, and sug- 
gestions for newspaper, radio and 
poster advertising. 

A letter outlining the plan 
points out that $35,000,000 will be 
spent by fuel oil and allied indus- 
tries this fall and winter to pro- 
mote conservation of all fuels, as 
well as for home insulation, 
weather stripping and other fuel- 
conservation methods. 

Members of the subcommittee, 
with Mr. Connolly, are John W. 
Scott, Buckley & Scott Utilities, 


| Smith, fuel oil distribution man- 
jager, Standard Oil Company of 
California; Wesley I. Nunn, adver- 
tising manager, Standard Oil Com- 
pany of Indiana, and Frank 
Spencer, Chicago division, Socony- 
Vacuum Oil Company, and na- 
tional chairman, distribution divi- 
sion of Oil Heat Institute of 
America. 

McCann - Erickson, Inc., New 
York, is the agency in charge of 
the program. 


Inc., Watertown, Mass., president | 
of Independent Oil Men’s Associa- | 
tion of New England; Douglas W. | 


Keating Names Chernow 


A. F. Keating Company, Deca- 
tur, Ill., manufacturer of ‘“Dar- 
lene Jrs.’’ dresses, has named the 
Chernow Company, New York, to 
handle its advertising. 


Calvert Advances Vogel 


H. A. Vogel, with the sales pro- 
motion department since March, 
1943, has been named assistant 
sales promotion manager of Cal- 
vert Distillers Corporation, New 
York. 


Advertising Age, Augus: 


Joins Duane Jones 


Leslie N. Daniels Jr., forme, 
with Blackett-Sample-} ym, 
Chicago, and Benton. & 
New York, has joined 
staff of Duane Jones ( 
New York. 


Grant Appoints Ho‘; 
Fred Hofer, formerly  trag 
manager for Erwin, Wasey & (, 
New York, has been appointe 
production and traffic man ver 
Grant Advertising, New 


rk, 


Southern Hardware offers thor- 


ough coverage of 


° 
can conse 


Southern farm 


implement dealers because it gives 


them the information they want. 


Dealers themselves tell 
other hardware dealers 
how they are meeting to- 
day’s selling problems in 
the retail hardware busi- 
ness. This article is typi- 
cal of scores used yearly. 
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~Ompar circulation of more than 20,000,000. | headlighting, and urges automo~| jr, \. 2; recently discharged from 
Cleveland, Aug. 23.—An inten- Tying in with the magazine tive dealers to order supplies of the U. S. Coast Guard 
y iouble-barreled advertising advertising, an increased number the product early to benefit by the sal tlhe eeise 
; 1 n, using magazines and|of Sealed Beam commercials will | #Vertising program. , 
lofer 7 ill be launched Oct. 1 by|pbe heard Sunday nights as part O L. A. Offic McMillan Named Ad Mar. 
tly trapde Electric lamp department | of the lamp department’s “Hour of pens L. fi. ce E. McMillan, associated with the 
Sey & Cfo! G-E Mazda Sealed Beam/Charm” program, NBC, Sundays,| Roy M. McDonald & Co., pub-|McColl-Frontenac Oil Company, 
aDDointedlal 10 p. m., EWT. For some time |lishers’ representative, San Fran-| Montreal, since 1929, has been ap- 
Nanager i to tell the Sealed Beam|Sealed Beam commercials have|cisco, has opened a Los Angeles| pointed manager of advertising 
y rk. tory during the season when mo-j|been featured on the program | office at 541 S. Spring St. and sales promotion. 


Southern Hardware offers any 
advertiser the highest type of 
readership because it gives its 


ment dealers add important, au- 
thoritative articles in every issue. 


Southern hardware men know 


readers the type of information they can depend on Southern 
tell they want—timely, helpful ar- Hardware for regular, trustwor- 
ers ticles on subjects that mean much thy aid in their business. Your IF’. you: tke to sooth 
to- in a successful, profitable busi- advertising is in “good company. ¥ + wh 
a~ wlan kiey ness operation. Every factor in And Southern Hardware offers , ee, ee eee 
= ae cage ma Se the hardware industry is reached, the only way to reach the South- spendable income is 
ypi- a ~ including wholesalers, retailers ern hardware trade. Its total cir- high—war or no war... 
rly, and farm implement dealers. culation of 8,000 is far in excess 
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Hardware Wholesalers’ Views o# 
Their Wartime Problems 


Regular and complete coverage 


Staff writers thoroughly experi- 
enced in the hardware business 
do a big part of the job but out- 
side contributors, often leading ule 
dealers, wholesalers and imple- 


dest c 
o> vant eating 


pers in this 


of the circulation of any of the 
so-called national hardware pa- 


area. Space limita- 


tions now may delay your sched- 
in Southern Hardware but 
plan your future space — now. 


IF you want complete 
radio coverage in one of 
the best of these markets 
the East Texas - North 
Louisiana - South Arkan- 


IF you want that radio 
coverage to be not only 
available to, but welcome 
in, the homes of this 


THEN USE A 


BIG 


STATION 


ae 


of new regulations and rulings Pl clog Eo 
... coverage of wholesale hard- 
ware matters... new ideas... 
suggestions . . . in short, com- 
plete coverage of all subjects 
of interest to the Southern 
hardware trade, wholesale and 
retail, and to Southern farm 
implement dealers. 
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% . Tr The theme of the magazine ad-|of the publication, “Zenith Radi- ith’s Policy ..; 

ad United Air Lines Plugs 'R di 0 ni (5 Onl ’ veiCabaaeiie “Will Wa ceoltas te wae lovenn.* pudaaa ve ot inte the Why Zenith’s Policy .) 
S New England Service a y, newspaper copy, with the “radi-|mails this week. Zenith asks “RADION 
/ With the grant of a new route onics exclusively” angle receiving | dealers to notice that the adver. | Ics 


: ; ~aind ai istribu- | tise s are “substitution proof,” 

into Hartford and Boston, United : special emphasis. Zenith distribu- | tisements are “su 

Air Lines oe begun a large-space en! $ ay tors in major cities will sign the | with big black headlines : your EXCLUSIVELY’ 
advertising series in newspapers newspaper messages, with the| Zenith prospects can’t miss. 


shai of Boston, Worcester, Springfield company signing magazine copy. hg J ae —s Means the Finest of Radio for yo. 
—_ a ee No Unrelated Fields asively” enables the dealer to d 
Ayer & Son. 0 0S Wal ans clusively” enables the dealer to do 


. . i ‘ ith’ i his postwar planning now by 
Copy tells New Englanders of _ Declaring that Zenith’s policy of ; a ‘ . 
“Mat i raanatapld i : adi- | choosing leaders in other lines ‘“‘to 
4 United “Main Line Airway” to Chicago, Aug. 23.—With 750 and limiting its manufacture to radi a — sath Sassi © ihaas testers 
“# Chicago and the Pacific Coast. , aE TS gaat : onic devices only means the p wl 
4 1,000-line ads spearheading its finest of radio for you in your that you will not be forced to buy 
a “Radionics Exclusively” campaign | coming new Zenith,” the an-| Unknown, unproven, untried re- 
7 in newspapers of 75 key cities nouncement ad continues in the frigerators, home laundries, alr 
: To Sell next Sunday, Zenith Radio Cor- body copy, “Every Zenith worker, conditioners, etc., in order to hold 
_poration will tell the public why| from chief engineer to the man or = a Pegs it a 
it expects to be far in the lead in| woman on the assembly line, is a| “Zenith prefers to leave these 
ARCHITECTURAL MEN postwar manufacture, design engi- | highly trained specialist in ‘Radio- — ae Me poe specialists in 
™ p |/neering and general all-around] onics Exclusively.’ oe Dares nee 
| who will control 94% of 'radio set performance. “Zenith does not ‘spread itself ‘ Sad messiah tee 
| In addition, a schedule of full|thin’ over unrelated fields like|4#ne of promotiona S 
oe Cee Seen! pages will appear in October is-| washing machines, refrigerators, | dealers to tie in with the national 


RADIO FM TELEVISION RADAR SHORT Wave fanI0 P*ONOCRAPHS AARNE ai 


‘sues of a number of leading|electric irons, cooking ranges, | advertising. ; 
spent on STORES magazines, including Better Homes| vacuum cleaners. We have no in-| _MacFarland, Aveyard & Co.,| OPENS DRIVE—Zenith Radio Corp, 
and SHOPS, reach & Gardens, Capper’s Farme r, tention of competing with life- Chicago, is the Zenith agency. is Opening a new campaign with this 


: so? : ialis i large-space newspaper announcement 
i  Z H Click, Collier’s, Cosmopolitan, Es-|long specialists in these fields. —_____ ge-space pap announcemen 
Gn more of them in... phen Farm Journal, Good House-| Zenith concentrates leadership in A Resians A t of "Radionics Exclusively In its post. 
7 * keeping, Grit, Holland’s, Liberty,| engineering and precision manu- yer nhesig ccoun wer radio manufacturing. Similar copy 
Penci Points National Geographic, The New|facture on ‘radionics and only| N. W. Ayer & Son, Philadelphia, will be used in magazines. 
Yorker, Pathfinder, Redbook, The | radionics!’ ” has resigned the account of the 
are tr ree ee at ee eae das | Saturday Evening Post, Southern The story of Zenith’s campaign | Emigrant Industrial Bank, New : ; 
| Agriculturist, Sunset and Time. is told to dealers in the latest issue | York. National Dairy 
a Promotes Four 


L. H. Barrett, formerly pres. 
dent of Allen Ice Cream Company, 
Rockford, Ill., has been appointed 
general manager of the Hydrox 
Corporation, Chapell Ice Cream 
Company and Thompson Ie 
Cream Company, all operating 
divisions of National Dairy Prod. 
ucts Corporation, Chicago. k; 
will be succeeded at Allen by V. } 
Thompson, who is also president 
of the Thompson Company. 

A. R. Stevens, formerly reta 
sales manager for Sheffield Farm: 
Company, New York, has _ joined 
National Dairy as milk and ice 
cream sales and advertising man- 
ager of the company’s midwestem 
zone. K. D. Franke, formerly 
Hydrox sales manager in Chicagi 
has been promoted to ice cream 
sales and advertising manager of 
the Hydrox, Chapell, and Thomp- 
son divisions of National Dairy. 


If you sell 


It’s a high-crowned honey . . . designed to 
stay on in bad weather and in high winds. 
It’s home-made and it’s distinctive! 


Its designer and wearer is the Oregon Journal 


reporter Jean Muir, known among Portland's The column is devoted to the workers who build 
125,000 shipyard workers as “The Hat”! the materiel of war—not the brass hats. It reports 
But Jean has another creation more widely famed their activities on and off the job— 
than her millinery. It is the Sunday Journal’s popular their achievements and accom- 
feature “By The Ways”. plishments. It is crammed 
“By The Ways” first appeared with the names of men and 
in The Journal in August, 1942 women welders, pipefitters, 
after Jean was assigned to do a machinists, painters, 
series of stories on newcomers to electricians. It’s the only feature You Need WIEW 
Portland’s burgeoning shipyards. of its kind in the country. 


The germ for “By The Ways” 
was given to her by a shipyard 


In Kansas, and parts of six 
adjoining states, WIBW is the 
preferred station of 4,81!.5!! 


listeners. 
munity it serves. Its staff, from office boy to editor, believes WIBW is preferred by deal- 


It is typical of The Journal that it should be the first news- 


paper in the country to present such a feature. The Journal is 


guard. She pounced on the sug- 


; : ever alert to the changing needs and interests of the com- 
gestion, gathered material and presented a sample to 


The Journal’s editors. Delighted, they gave the feature 


é implicitly in the old saying ‘Be not the first to discard the 
the green light. 


ers, too, as shown by their er 


old, nor the last to adopt the new.’ That’s why The Journal | thusiastic tie-in promotion at 
That the guard, Jean and The Journal were right is 


continues to keep pace in its news columns, its circulation, point of sale. 
evidenced by the fact that today “By The Ways” is a and its advertising with the growth and development of We have a reputation ‘or 
“society page’, “who's who”, Portland and its Metropolitan Area. hard-hitting selling. Let 5 
E and “gossip column”’ all | = prove it to you by RESU S. 


rolled into one for the men if you lived in Portland you'd read... 


The JOURNAL 7 


PORTLAND, OREGON 


Afternoon and Sunday 


and women who do the work 


in Portland’s war industries 
and gives the other families 
of the Portland Area an 


intimate picture of the 


WIB 
Te Vice of He 


Represented Nationally by REYNOLDS-FITZGERALD Topeka Ps - Ka ns 


Member Metropolitan & Pacific Parade Group 


human side of its war workers. 
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dio Corp, 
nN with this 
lOuNCcemen} 
in its Post. 
imilar copy 
zines. 


tases cvertising Age: Please enter my 
b.-ription for one year and send me a bill for $2.00. 


rly presi. 
Company, 
appointed JEMPAny —_—— 
e Hydrox 
ce «Cream 
Ison Ie 
operating 
noe sate ty and State_ — 


cago. He 
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SEMREED §=§6 ADVERTISING PUBLICATIONS, INC., 100 East Ohio Street, Chicago 11 


president 

ny. 

rly reta 

ald Farms 
as joined 
and 


sing man- 
idwestem 
formerly 
1 Chicago, 
ice cream 
anager of 
1 Thomp- 
| Dairy. 


_Title. inhale 


04Y2 DR. HENRY C. LINK 


. noted psychologist and vice-president of The 
Psychological Corporation, New York City 


It has taken the war to reveal to the 
public the importance of the “Sc. Q.” men. 
(hese are the men with the scientific form 

of intelligence quotient. America’s vast war- 
production program is absolutely depend- 

ent upon these men who can make things 
nd make things work. Also, the operation 
' intricate weapons demands them. 


he Army and Navy discover the “Sc. Q.” 


5 of SIX n among selectees by using psychological 
1 i the (s. It has been found that what a man 

ds is one of the important clues to his 
B11 51! nt, bent or aptitude. 


re is a fact of profound significance for 
ertisers. The man whose talent is for 


yy « al- ling with people, the “good mixer” type, 
heir en- ers the popular type of magazine. The 
5 kish fellow, the school teacher, goes for 
tion at ‘highbrow” type of publication. 


the mechanically-inquisitive type of 
, P looks to POPULAR SCIENCE Month- 
id other magazines in that field for news 


— 
y THE NEWS PICTURE MAGAZINE OF SCIENCE AND INDUSTRY 


NEW YORK e CHICAGO e 


of the latest developments in science and 
industry. 

For over seventy years, the editors of 
POPULAR SCIENCE Monthly have served 
a growing army of these mechanically- 
inquisitive men. They number more than 
700,000 . . . an active, responsive audience 
held together by one of the most versatile, 
vitally-alive editorial jobs in all magazine- 
publishing history. 

These “Sc. Q.” men are the pace-makers. 
They are the producers of new things. . . 
weapons today radios, automobiles, 
washing machines, and electronic wonders 
tomorrow. 

Likewise, they are first to buy new devices. 
Surveys prove conclusively that POPULAR 
SCIENCE families rank considerably high- 
er than others in ownership of all kinds of 
mechanical appliances. 


Sample them first. If you make a me- 
chanical product, the man with the high 


CLEVELAND e 


Wartime aptitude tests have a lesson for the advertiser 


scientific quotient is your best prospect. 
With his enthusiasm for the new, he is not 
only first to own, but he becomes a “sales- 
man” for any new product of which he ap- 
proves. Here is a whole army of these men 
. « » 700,000 strong . . . who will act as a 
spearhead of influence with friends and 
neighbors to gain acceptance for that new 
product of yours. 


Figure on this important audience, now and 
postwar. You can reach this group as a unit 
only through the pages of POPULAR 
SCIENCE Monthly, 


“Reading is a clue to man’s aptitudes,” says Dr. 
Henry C. Link, the distinguished psychologist 
whose books “The Rediscovery of Man” and ‘The 
Return to Religion” have sold over half a million 
copies. “The mechanically-inquisitive group looks 
to POPULAR SCIENCE Monthly and other 
magazines in its field for the latest developments 


in science and industry,” says Dr. Link. 
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United Air Lines Plugs 
New England Service 


With the grant of a new route 
into Hartford and Boston, United 
Air Lines has begun a large-space 
advertising series in newspapers 
of Boston, Worcester, Springfield 
and Hartford, through N. W. 
Ayer & Son. 

Copy tells New Englanders of 
United “Main Line Airway” to 
Chicago and the Pacific Coast. 


Fo Sell 


1) ARCHITECTURAL MEN 


300 MILLIONS ANNUALLY 


spent on STORES 
and SHOPS, reach 


more of them in... 


Pencil Points 


The Magazine of Architecture 


*™ who will control 94% of | 


‘Radionics Only, 
Zenith Ads Say 
of Postwar Plans 


Chicago, Aug. 23.—With 750 and 
| 1,000-line ads spearheading its 
| ““Radionics Exclusively” campaign 
'in newspapers of 75 key cities 
|next Sunday, Zenith Radio Cor- 
poration will tell the public why 
it expects to be far in the lead in 
postwar manufacture, design engi- 
neering and general all-around 
radio set performance. 

In addition, a schedule of full 
pages will appear in October is- 
|/sues of a number of leading 
| magazines, including Better Homes 
& Gardens, Capper’s Farmer, 
Click, Collier’s, Cosmopolitan, Es- 
| quire, Farm Journal, Good House- 
| keeping, Grit, Holland’s, Liberty, 
National Geographic, The New 
Yorker, Pathfinder, Redbook, The 
Saturday Evening Post, Southern 
Agriculturist, Sunset and Time. 


The theme of the magazine ad- 
vertisements will be similar to the 
newspaper copy, with the “radi- 
onics exclusively” angle receiving 
special emphasis. Zenith distribu- 
tors in major cities will sign the 
newspaper messages, with the 
company signing magazine copy. 


No Unrelated Fields 


Declaring that Zenith’s policy of 
limiting its manufacture to radi- 
onic devices only means ‘the 
finest of radio for you in your 
coming new Zenith,” the an- 
nouncement ad continues in the 
body copy, “Every Zenith worker, 
from chief engineer to the man or 
woman on the assembly line, is a 
highly trained specialist in ‘Radio- 
onics Exclusively.’ 

“Zenith does not ‘spread itself 
thin’ over unrelated fields like 
washing machines, refrigerators, 
electric irons, cooking ranges, 
vacuum cleaners. We have no in- 
tention of competing with life- 
long specialists in these fields. 
Zenith concentrates leadership in 
engineering and precision manu- 
facture on ‘radionics and only 
radionics!’ ” 

The story of Zenith’s campaign 
is told to dealers in the latest issue 


of the publication, “Zenith Radi- 
organ,” scheduled to get into the 
mails this week. Zenith asks 
dealers to notice that the adver- 
tisements are “substitution proof,” 
with big black headlines “your 
Zenith prospects can’t miss.” 

The company also emphasizes 
that its policy of “Radionics Ex- 
clusively” enables the dealer to do 
his postwar planning now by 
choosing leaders in other lines ‘“‘to 
team up with Zenith.” “You know 
that you will not be forced to buy 
unknown, unproven, untried re- 
frigerators, home laundries, air 
conditioners, etc., in order to hold 
the Zenith franchise,” it adds. 
“Zenith prefers to leave these 
other lines to the specialists in 
those particular fields.” 

Zenith is preparing a complete 
line of promotional materials for 
dealers to tie in with the national 
adverticin + 


Advertising Age, August 


Why Zenith's Policy of 


“RADIONICSs 
EXCLUSIVELY’ 


Means the Finest of Radio for Yo. 


1944 


It’s a high-crowned honey . . . designed to 
stay on in bad weather and in high winds. 
It’s home-made and it’s distinctive! 


Its designer and wearer is the Oregon Journal 


reporter Jean Muir, known among Portland’s 


Mac 
Chica; 
P ag hie 
Aye! goalie 
N. \ If Ma . 
has r Unite 
Emigr 
York 
BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 510, P. L. & R., Chicago, III. 


The column is devoted to the workers who build 


Advertising Age 


100 East Ohio Street 
Chicago 11, Illinois 


44a. Abe. MILE VEMDS, AVIIIICIILY ela 
sales manager for Sheffield Farm: 
Company, New York, has joined 


National Dairy as milk and ice 
cream sales and advertising man- 
ager of the company’s midwestem 
zone. K. D. Franke, formerly 
Hydrox sales manager in Chicago, 
has been promoted to ice cream 
sales and advertising manager of 
the Hydrox, Chapell, and Thomp- 
son divisions of National Dairy 


If you sell 
SOAP 


125,000 shipyard workers as “The Hat’! 

But Jean has another creation more widely famed 
than her millinery. It is the Sunday Journal’s popular 
feature “By The Ways”. 

“By The Ways’ first appeared 
in The Journal in August, 1942 

after Jean was assigned to do a 
series of stories on newcomers to 

Portland’s burgeoning shipyards. 
a ‘e The germ for “By The Ways” 
OD Bea was given to her by a shipyard 


guard. She pounced on the sug- 
gestion, gathered material and presented a sample to 
The Journal’s editors. Delighted, they gave the feature 
the green light. 

That the guard, Jean and The Journal were right is 
evidenced by the fact that today “By The Ways” is a 
“society page’, ““who’s who”, 
and “gossip column”’ all 
rolled into one for the men 
and women who do the work 
in Portland's war industries 
and gives the other families 
of the Portland Area an 


intimate picture of the 


human side of its war workers. 


the materiel of war—not the brass hats. It reports 
their activities on and off the job— 
their achievements and accom- 
plishments. It is crammed 

with the names of men and 

women welders, pipefitters, 
machinists, painters, 

electricians. It’s the only feature 
of its kind in the country. 


It is typical of The Journal that it should be the first news- 
paper in the country to present such a feature. The Journal is 
ever alert to the changing needs and interests of the com- 
munity it serves. Its staff, from office boy to editor, believes 
implicitly in the old saying ‘Be not the first to discard the 
old, nor the last to adopt the new.” That’s why The Journal 
continues to keep pace in its news columns, its circulation, 
and its advertising with the growth and development of 


Portland and its Metropolitan Area. 


If you lived in Portland you'd read... 


The JOURNAL 


PORTLAND, OREGON 
Afternoon and Sunday 
Represented Nationally by REYNOLDS-FITZGERALD 


Member Metropolitan & Pacific Parade Group 


You Need WIB\ 


In Kansas, and parts of six 
adjoining states, WIBW is the 
preferred station of 4,811,5!! 
listeners. 

WIBW is preferred by cea! 


ers, too, as shown by their er- 


thusiastic tie-in promotion 
point of sale. 

We have a reputation ‘or 
hard-hitting selling. Let us 
prove it to you by RESUL'S. 
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LIKES MACHINES 


C4Y~2 pr. HENRY C. LINK 


° noted psychologist and vice-president of The 
Psychological Corporation, New York City 
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Wartime aptitude tests have a 


It has taken the war to reveal to the 
public the importance of the “Sc. Q.” men. 
(hese are the men with the scientific form 
of intelligence quotient. America’s vast war- 
production program is absolutely depend- 
ent upon these men who can make things 

| make things work. Also, the operation 
! intricate weapons demands them. 


ne Army and Navy discover the “Sc. Q.” 


of the latest developments in science and 
industry. 

For over seventy years, the editors of 
POPULAR SCIENCE Monthly have served 
a growing army of these mechanically- 
inquisitive men. They number more than 
700,000 . . . an active, responsive audience 
held together by one of the most versatile, 
vitally-alive editorial jobs in all magazine- 


lesson for the advertiser 


scientific quotient is your best prospect. 
With his enthusiasm for the new, he is not 
only first to own, but he becomes a “‘sales- 
man” for any new product of which he ap- 
proves. Here is a whole army of these men 
. . . 700,000 strong ... who will act as a 
spearhead of influence with friends and 
neighbors to gain acceptance for that new 
product of yours. 
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Goldwyn’s Cry of 
Monopoly Fails to 
Alarm Exhibitors 


Chicago, Aug. 24.—Sam Gold- 
wyn’s cry of monopoly in the film 
distribution field, highlighted by 
his renting of a ballroom in Reno 
in which to show his new Danny 
Kaye picture, “Up in Arms,” was 
not taken seriously by picture men 


\law,” starring Jane Russell. 


in this important distribution cen- 
ter. 
for good pictures is such today 
that any producer, independent or 
otherwise, can obtain distribution 
provided he can make a deal with 
the theater owners. 

“Of course,’ remarked one 
canny executive, who represents 
one of the largest producing or- 
ganizations, “there is always a 
difference of opinion between pro- 
ducers and exhibitors as to the 
value of a film. Hollywood says 
every picture is the greatest of the 
year. But ifa picture really has box 
office appeal, it can be sold to the 
hardest boiled circuits and inde- 
pendents in the country at a price 
satisfactory and profitable to the 
producer.” 

Goldwyn’s “Up in Arms,” which 
is being shown outside of regular 
picture channels in Reno, is now 
in its 18th week in the Chicago 
loop at the Woods theater. Dis- 
tribution in this territory is han- 
dled by RKO-Radio Pictures, Inc. 

The Goldwyn battle recalls the 
unsuccessful efforts a couple of 
years ago to get national distribu- 
tion for Howard Hughes’ inde- 
pendent production of “The = 

e 


They said that the demand | 


| consensus in the trade at the time 
|was that the picture was over- 
rated, and that Hughes’ inability 
to sell it to the exhibitors was the 
result of their valuation of it as 
a mediocre offering. Results 
seemed to indicate that they were 
right. 

Mr. Goldwyn’s attack on theater 
circuits which have refused to 
take on his picture at his terms 
claims monopolistic practices. He 
was joined in his attack by Mary 
Pickford, a principal of United 
Artists, which handles its own dis- 
tribution through sales offices in 
many cities. 


Rill Agency Named 

Fifth Avenue Fashions, New 
York, has appointed Rill Associ- 
ates, New York, to handle adver- 
tising. Movie and confession 
magazines will be used. 


Kottwitz Forms Agency 


Robert Kottwitz Jr., for many 
years connected with food and 
drug merchandising in New Or- 
leans, has formed the Robert Kott- 
witz Advertising Agency in that 
city. 


British Companies 
Favor Radio’s Use 


in Advertising 


London, Aug. 8.—British adver- 
tisers want radio advertising fa- 
cilities and in the absence of Brit- 
ish facilities many would “export” 
funds abroad to win domestic 
sales via the airwaves, it is dis- 
closed in a survey conducted by 
the Incorporated Society of Brit- 
ish advertisers. 

British broadcasting now is gov- 
erned by a charter which gives the 
broadcasting monopoly to the Brit- 
ish Broadcasting Corporation and 
forbids advertising in any form, 
but this charter comes up for revi- 
sion in 1946. To get the reaction 
of the national advertiser to the 
question of permitting sponsored 
programs, the Society sent ques- 
tionnaires to 450, of whom 205 
completed the form. 

Of these, 103 advertisers said 
they are prepared to use radio 
advertising after the war. Of the 
remainder, the Society said, 63 
were in the “heavy industrial” or 
“high-priced luxury” category 


CARBON LIFE CONSERVER... Big expense item 
in making electric steel is the carbon elec- 
trode. 40 to 50 pounds of graphite or 
carbon electrode were consumed in mak- 
ing a ton of steel a quarter century ago 
Today it’s only 23 pounds — thanks tc 
MARS’ findings on how to assemble elec- 
trode joints, charge furnaces with least 
rusty scrap on the surface. 


until 


SPA FOR GEARS ... Heavy duty tractor gears 
recently were toughened against 
wear and fatigue in gas furnaces. These 
distorted up to 1 gear in 10; caused a high 
scrap rate. Now salt bath heat treatments, 
developed by MARS’ ingenuity, cut re- 
jections almost to zero, save three- 
quarters the floor space, halve operating 
time, boost gear output. 


WHEN GERMANY IS BEATEN, what proportion of war manufacture will switch to peace goods? 
A month or so ago, Washington warily hinted at 35% 


That would give the go-ahead to 


many improved products, new techniques—and more competitors. Be in the driver’s 


seat at conversion by posting MARS now, regularly, on what you have to offer. 


» 
' METALS ano ALLOYS READERS 4 


MUSEUM PIECE... 
and ALLoys reader—a rocket plant man- 
ager—big guns will eventually be curios. 
They'll be replaced by rockets weighing 
50 to 100 pounds, which do as much dam- 
age as shells weighing tons. Materials for 
rockets already rank No. 1 as to priority, 
heading critical items like heavy artillery, 
landing barges, and tanks. 


METALS 
ALLOYS 


of the Metal Industries 


ABC 


REINHOLD PUBLISHING CORPORATION 
330 W. 42nd Street, New York 18, N. Y. 


~~ 


To be exact, your advertising beamed to MARS (METALS and ALLOYS 
Readers) reaches 16,000 broad-gauge engineers responsible for the man- 
ufacture of metal and its fabrication into the products of industry. 
These practical plant men are directly concerned with new materials, methods, processes. 
(That’s why they're MARS). Such interest in new techniques of metal producing and 
metal working naturally includes an interest in all equipment involved—and its purchase. 
Make certain that MARS get your story, too, when planning developments like these: 


According to one METALS 


ABP 
° 


~~ 


a 
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which could not be consi 
likely users of radio. 
Among those prepared 
radio, 63 advertisers pr 
had used this medium vi 
nental radio stations bef 
war, while 40 were am 
group which had never tri¢ 
Seventy-four advertisers 
the 103, or about 72%, s: 
were prepared to use a co! 
station—or an American 
provided the reception here 
—to advertise in Britain. 
The BBC research dep 
some time ago launched 
of public reaction on the 
of sponsored radio adv: 
through its 500-person “1i 
panel.” But the questionna 
withdrawn later on instruc’ 
the BBC controlling board, 
said only that the move y 
exclusively internal matter 


Four Join Geyer 


Lt. John R. Montgome 
recently discharged fr 
Army and previously adv« 
and sales promotion mana 
Packard Motor Car Compan: 
York, and promotion mana 
Newsweek, has joined the 
department of Geyer, Cor 
Newell, New York. Rejoini: 
agency’s production departm 
Winfield S. Hatch, former], 
duction manager of Duane 
Company. Frances Schille: 
Ferol Stratton have _ joine 
agency’s art department. 


Textile Commercials 
Radio stations throughou 
country have been asked to 


against promotion of these a 
during wartime shortages a 
government policy. 


tions, William Y. Elliott, 
chairman for civilian 


in short supply during the re 
der of this year. 


Urges Radio Check on 


exert 
closer supervision over commer- 
cials for textile products to insur 


In a letter to nearly 1,000 sta- 


require- 
ments, warned that present indica- 
tions are that textiles will remain 
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OKLAHOMA'S 
WINTER 


wheat will produce 


bumper crop of 85,414 


000 bushels . . . a record 
surpassed by only one 
State.* This golden har 
vest indicates the richnes 
of the Oklahoma market 


area where other area? 
natural resources reate 
wealth and buying power 
KVOO Oklahoma: 

st powerful radio sta 
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of timing... 


J ewerry was just a word in the dictionary. 


Jewelry store windows were filled with so much 
junk... Last night Johnny discovered that the 
girl from Wilmington, $. C., who has been 
visiting next door, is unique, incomparable— 
and also cute. This morning Johnny scans his 
newspaper feverishly to learn where he can get 
a chaste fraction of a carat for her finger before 
she goes home, and one of those Wilmington 


wolves tricks her into a twosome! 


Mow that Susie is two and Junior four, 
the J. Wilberforce Smiths realize they simply 
must have a little castle of their own. Mrs. 
Smith, an oblivious house overlooker all her 
life, now gives any house the eye. And J. W. 
finds that the Real Estate pages and even the 
want ads are a fascinating form of literature! 


gy eee many another spring, fertilizer 
to Mr. Ches Cutts, was simply stuff that smelled 
bad onother peoples’ lawns. Thiscurrentspring, 
Mrs. Cutts persuaded Mr. Cutts to spade up 
his first Victory garden. With two seed catalogs 
under his hat and a slightly stiff back, Mr. 
Cutts is now determined that the Cutts’ carrots, 
cucumbers and kohlrabi will be outsized or 


outshone by none other this season. And if 


INN 


fertilizer will feed that ambition, Mr. C. is a 
wide open prospect for same. 


I; HAPPENS all the time! Circumstances 
make customers. People find they want, need, 
have to have something they never needed 
before, or even knew about. ‘They don’t send 
out for three bids, hire an expert, or enter 
night school to become professional buyers... 
But they do see their newspapers, one or more 
a day. And advertisements in the newspapers 
that meet their needs make sales! 

A lot of somebodies want a lot of something 
every day. Newspapers are read every day. And 

\ g. Unewspaper advertising works every 


— 
- ff 
- 


a . . 
—day...sells goods because it’s timed 
ra, Z 


+ to meet what’s wanted today, primed 
for present prospects... and is specific as to 


price and place of purchase. 


Mavsryouhaven’tanythingtoselltoday? 
But you have prospects—morethanever before! 
And when you get something to sell, you'll 
have competition—more than ever before! 
You'll want action from your advertising. And 
you'll get it in newspapers—reaching the right 
markets first, fast, effectively... catching the 
demand at the right time—buying time! 


Che Philadelphia Mnquirer 


... the first advertising medium of Philadelphia ... This advertisement is one of a series in behalf of newspaper 


advertising ... and is available to any newspaper for reproduction or publication, without credit . 


NATIONAL ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpati 
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Stone to Radio Paper 


Lewis C. Stone, former associate 
editor of Sales Management, and 
before that in the commercial re- 
search division of General Electric 
Company, Bridgeport, Conn., has 


been named managing editor of 


Radio Service Dealer, New York. 


They Say 
“PLASTICS WORLD 


produces flocks of in- 
quiries for advertisers. 


POST WAR IT WILL BE A 


PLASTICS WORLD 


CLEWORTH PUBLISHING CO, + 551 FIFTH AVE., 
NEW YORK 17, N.Y. 
° CLeVeLanO Los ANCELES 


culcaco + SAM PRARCISCO 


Postwar Problems 
Lead NAB’s War 
Conference List 


Chicago, Aug. 24.—With a four- 
day agenda scheduled as solidly 
as radio’s commercial time for the 
duration, the National Association 
of Broadcasters will hold its Ex- 
ecutives War Conference at the 
Palmer House here next week, 
with the first general session to be 
called to order by J. Harold Ryan, 
NAB president, on Tuesday. 

While preconference gatherings 
will be held Saturday and Sunday, 
the conference will get under way 
officially Monday when meetings 
are scheduled by the 15 NAB per- 
manent committees, the NAB 
board of directors and the board 
of Broadcast Music Incorporated, 
the broadcasters’ music publishing 
and licensing company. The Tues- 
day morning session, following 


Mr. Ryan’s remarks on 
Broadcasting and the War Effort,” 
will be devoted to a broadcast ad- 
vertising clinic on postwar retail 
distribution problems. 

Highlight talk of this session is 
expected from T. A. M. Craven, 
former Federal Communications 
Commissioner and now vice-presi- 
dent of the Iowa Broadcasting 
Company, who will speak on 
“Postwar Opportunities and Prob- 
lems.” Others who will take part 
are Dietrich Dirks of KTRI, Sioux 
City, Ia., chairman of the NAB 
sales managers executive commit- 
tee; Paul W. Morency of WTIC, 
Hartford, Conn., chairman of the 
retail promotion committee; Lle- 
wellyn Harries, sales promotion 
manager of the National Retail 
Dry Goods Association; Paul Mc- 
Carthy, advertising and promotion 
manager, J. N. Adams & Co., Buf- 
falo, N. Y.; John M. Outler of 
WSB, Atlanta, Ga., and Lewis H. 
Avery, NAB director of broadcast 
advertising. 

Robert A. Lovett, Assistant Sec- 
retary of War for Air, will deliver 
an address at the Tuesday lunch- 
eon on “The Air Forces Look to 
the Future” and Tuesday after- 


“Radio | 


noon will be devoted to discussion | 


of phases of public relations. To 
clarify the purpose of “‘radio coun- 
cils,”’” a symposium has 
arranged, with Dorothy Lewis, 
NAB coordinator of listener ac- 
tivity, presiding. 

First Wednesday morning ses- 
sions will be devoted to the prob- 
lem of research. Station coverage 
and audience measurement will be 
the major points for discussion. 
Hugh M. Feltis of KFAB, Lincoln, 
Neb., chairman of NAB’s research 
committee, and Dietrich Dirks will 
present the broadcasters’ view- 
point while Frederic R. Gamble, 
president of the American As- 
sociation of Advertising Agencies, 
will give the agency viewpoint. 


Fly to Speak 


James L. Fly, FCC chairman, 
will be the speaker at the Wednes- 
day luncheon. His topic has not 
been disclosed, but it is assumed 
he will discuss the problems faced 
by the Commission and the in- 
dustry in the postwar era. 

In a small market stations panel 
Wednesday afternoon, presided 
over by Marshall Pengra of 
KRNR, Roseburg, Ore., chairman 


GRASS ROOTS 


“Grass roots” has come to connote that 
which is solidly, basically, wholesomely 
American. Specifically, mid-western 
American. Its implications have ceased 
to be exclusively rural. 


“Grass roots,” then, is an apt description 
of the 64-county domain of WOWO, Fort 


Wayne.. 


a mingling of equal parts of 


progressive rural and urban American- 
ism. WOWO helps guide the influence, 
and shape the destinies, of 2,500,000 
thrifty, self-reliant citizens, in an area 
that is largely its own. To most of these 
folks, radio is the chief source of enter- 
tainment and information. And to them, 


radio is WOWO. 


Few stations are able to deliver such 
a substantial package of typical cross- 
section Response Ability. You need only 
tell to sell this multiple mart of farm 
families and urban dwellers. WOWO’s 
home county has 132,000 people and 
there are 20 other cities with populations 
exceeding 10,000, to complete the WOWO 
primary area. Consult NBC Spot Sales 
for the availabilities. 


FORT WAYNE 
Sndiana) mest powryful station 


WESTINGHOUSE RADIO STATIONS Inc 


WBZ e WBZA e KYW @ KDKA e WOWO e WGL 


WESTINGHOUSE PRESENTS . 


Sun. 


is ae 
Rae gine. eat So 
i 


2:30 EWT., NBC.; also “Top of the 


. . John Charles Thomas on 
Evening’ 
Mon., Wed., Fri., 10:15 EWT., Blue Network. 
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of the NAB committee 
with this problem, three m,.» 
|of the NAB administrati 
will present results of tl 
prehensive study it has n 

Ted R. Gamble, nationa 
tor of the Treasury’s war 
division, will outline h tt 
broadcasters can aid the 61) wa, 
Loan drive. a 

Labor relations will be 
ered at the Thursday morn 
sion, at which John Morgan 
recently named NAB gen>=,- 
counsel for labor relation wi 
speak on “NAB Labor Rela: a 
A Look Ahead.” Following 
port by Don S. Elias of W 
Ashville, N. C., chairman of N Ap 
legislative committee, and gene, 
discussion of the subject, Pay) ¢ 
Hoffman, president of the Stiq 
baker Corporation and chaj 
of the Committee for Eco) 
Development, and C. S; 
Fletcher, director of field de, 
ment for the committee, wil! 
cuss postwar problems with 
ticular reference to merchand 
and distribution. 

Thursday afternoon wil! pe 
given Over to discussions on post- 
war developments expected in AM 
FM, television and facsimile b: 
casting. T. A. M. Craven wil] 
side at the session. 

Following adjournment of the 
conference, NAB’s new board of 
directors will meet Friday, Sept. | 

Other meetings, not part of the 
NAB conference, will be he! 
Monday and Tuesday when net- 
work and transcription compan 
officials will confer. These ses. 
sions include: Monday, 2 p. m 
Blue Network affiliates bu 
meeting; 3 p. m., CBS d 
Nos. 2 and 6 business meeting 
4 p. m., NBC Parade of Sta 
meeting, MBS affiliates busin: 
meeting; 5 p. m., NBC affiliat 
cocktail party, MBS affiliates cock 
tail party; 7 p. m., Blue Network 
affiliates dinner. Tuesday, 4 p. m 
Keystone Broadcasting  Systen 
affiliates business meeting; 6 p. n 
CBS advisory board dinner, Key- 
stone affiliates dinner. 


ad- 
pre- 


Knothe to Expand Space 


Knothe Brothers Company, Nev 
| York, has begun a new consume! 
|} campaign for Expanso belts, using 
half-pages in color in Esquire, and 
is planning to increase space i 
1945 in other national and trad 
| publications. The company is in- 
|creasing its line to garters, sus- 
penders, shorts and pajamas. Ab- 
| bott Kimball Company, New York 
| handles the account. 


Soap Co. Names Jones 


Manhattan Soap Company, Ne\ 
York, has appointed Duane Jones 
Company, New York, to handl 
_advertising for Sweetheart 
soap, effective Sept. 1. Presently 
placed by Franklin Bruck Acver- 
tising Agency, Sweetheart si 
promoted in magazines, ne\ 
| pers and radio. 


pa- 


Brown Joins Meneough 
Harold B. Brown has joined thé 


|Meneough Advertising Agency 
Des Moines. He was _ formerly 
assistant advertising mana: 0! 
Harris- Emery Company, py- 
writer and account executive with 


| Battenfield & Ball, Brown Co 
and Lessing Advertising Compan) 
all of Des Moines. 


TOO BUSY 
TO DIE:! 


Johnny Knight, fast-moving public 
tions expert, who does his stuff 
again with startling finesse in I 
{ODEN'’s new high-powered ace m 
thriller, TOO BUSY TO DIE... 

the press. Place an order with you! 
store now. A Morrow Mystery. 
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lel (UU, the Wendel Scel 


playing regular engagements in his 


7 INCOMPARABLE 


BALANCING ACT! 


| 
| 


. SBS no’ <7 


Balances ALL the Noblest Whiskey ¥ ‘tess in 
y@® ONE Marvelous Pre-war Quality Blend! 


HEARTINESS 5 MILDNESS 
RICHNESS > LIGHTNESS 


Now at EVERY Bar & Package Store DONY MISS IT! 


Will be 
on post- = 
ed in AM J 


ile broac 

fe BNFIERSEA 
i of 8 WHISKES 

board of The Perfeotly Balanced * Blend 
Any a it 1 R68 PROOF GOR GRAIN WEUTRA: SPITS CAASTANNS BOS DeSTLLUNG CO WC « BALTINORE me 
be hel CIRCUS STYLE—Carstairs will use this 


1el- 600-line newspaper ad next month, re- 


sembling an old-time theatrical hand- 
1ese ses bill, to promote its White Seal blended 
2 p. m whisky. 
busines Tee fee 
dist 
meetir 7 . 
» surf, WhiskyCampaigns 
Vusine oo 
atioe ff Expand on Revival 
New of Prewar Brands 
Systen New York, Aug. 24.—Both to 
3 6 p.n revive prewar brands and to meet 
ler, Ke} competition from them, several 
distillers currently are planning 
new or enlarged campaigns. 
~ Schenley Distillers executives 
space have been in a huddle for some 
any, Ney weeks, shaping up _ advertising | 
consume! campaigns, partly for such re- 
Its, using cently revived brands as Cascade, 
mire, and Golden Wedding, Green River and 
space Wilken Family, shipments of | 
nd trade which have just been resumed 
ny is in- after nearly two years. 
ers, sus- Two Seagram affiliates, Calvert 
tas. Ab- and Carstairs, will take a crack at 
ew Yo! competitors in new campaigns. 


Calvert will stress the theme, | 
“Anyone who knows can tell the} 
Real Thing,” in a series in 215) 
newspapers, in 20 magazines, and | 
in car cards in 37 cities, through | 
Lennen & Mitchell. Illustrations 


é 
: & COMPANY 
ou RE ESENTING LEADING RADIO STATIONS 


| rector, 
|}in newspaper ads resembling old- 
| time theatrical handbills. 
ithe seal, will be 


| his incomparable 


| cago, has 
| throughout 


Company is the agency. 


will show “real” and _ imitation | 
animals. 

“To meet the competition of the | 
many little-known blends that are | 
springing up, now that wartime | 
restrictions are being lifted,” said | 
G. Allen Reeder, advertising di- 
Carstairs will present Car- 
stairs White Seal blended whisky 


Macy and May 
Stores Form 
Buying Unit 


New York, Aug. 22.—Affiliated 
Retailers, Inc., a cooperative buy- 
ing company, has been formed by 
May Department Stores Company 
and R. H. Macy & Co. May and 
Macy have combined annual sales 
|}of about $350,000,000. 

Howard B. Barber, formerly 
. ° P division manager of major appli- 
Curtiss Readies Food Line ances for Montgomery Ward & Co., 
Curtiss Candy Company, Chi-/| will be head of the new organiza- 
obtained distribution | tion, 
Mississippi Valley | office here, and which will handle 
states for a line of dehydrated! many lines in both durable and 
soups and other dehydrated foods.|soft goods. The organization will 
| Advertising plans for the new line! work closely with manufacturers 
| have not been made. C. L. Miller! in dev eloping special lines. 
Nathan L. Dauby, vice-president 


Whitey, 
shown “now 
engagements in 
balancing act.” 


playing regular 


which will have its central | 


of May, and Jack I. Straus, presi- . . 
|dent of Macy’s, said that other | Ewe Join Westheimer 
retailers may be invited to join in| _ Joseph Schmidt, formerly of 
the new company, announcement |Jimm Daugherty, Inc., St. Louis, 
of which was made at this time| has joined Westheimer & Co., St. 
following recent decisions of WPB/| Louis, as director of service and 
that more civilian goods soon will | production. Robert ie Mahon, 
be available. formerly of the St. Louis Globe- 
The May Company has units in Democrat, has been named copy 
Los Angeles, Akron, St. Louis,| chief of the agency. 
Baltimore, Denver and Cleveland, 


and Macy operates stores in New | 


York, Newark, Toledo and At- 
lanta. 
Mr. Barber formerly was New 


York branch manager for Kelvi- 
nator refrigerators. 


Dediineten Named 

Gordon S. Doddington has been 
appointed assistant general sales | 
manager of Western Canada Flour | 
Mills Company, Toronto. He will | 
continue to supervise sales and| 
|merchandising. 


THE DAILY BUSINESS NEWSPAPER OF THE 
NATION'S GREATEST INDUSTRIAL AREA 


_ REMINDING AGENCY EXECUTIVES 
__ THAT “FABULOUS” FASHIONS 


ARE BUT ONE UNIT IN 


5 ng 


Giant Textiles and Apparel ‘ 


An executive who might want more than 
textile and apparel’s big production figures 
in determining this industry’s importance to 
his agency will do well to consider the domi- 
nance of women’s fashions in the daily lives 
of Americans everywhere. 

Fashions are just one phase of textiles and 


” 


apparel, yet they are “fabulous” in their so 
cial significance and in their dollars and cents 
evaluation. 

Each year 32 million women and junior 
misses spend in the billions for fashion mer- 
chandise. Textiles and apparel billion 
dollar industry. 

To say that women are fashion conscious 
is putting it mildly, as agency men are well 
aware. This is readily shown by the leader 
ship of fashion advertising in daily news- 
papers, and by the portion of income spent on 
fashion merchandise by your own family. 

Yet, this 


makes up less than one-third the total of 


fashions, with all importance, 


textile and apparel groups. But you could 
never get a true picture of textile and 

parel’s immense size if you were to judge 
and con 


This 


from the amount of national trade 


sumer advertising devoted to this field. 


Women's Wear 3 


The Retailer’s 


National 


second largest industry ranks as low as fifth 


in national trade and consumer linage. It uses 
only one-eighth as much advertising as food, 
the leading industry. 

In fashions—in textiles and apparel— 
there are hundreds of manufacturers and 
processors who need agency guidance to help 
them smooth out their post-war marketing. 

The potential is greater here than in any 


industry you could choose. For textiles and 


apparel is far down the list in agency 


representation. The need is growing greater 
every month for imaginative planning . . . for 
closer-directed marketing . . . for experienced 
advertising supervision. Fashion’s leadership 
in daily newspaper (retail) advertising needs 
be supplemented by large scale national 
trade and consumer advertising programs if 
manufacturers are to gain wider acceptance 
and satisfactory profit for their products. 
It’s time to see that “new business” in 
cludes some of the potentially great account: 


in textiles and apparel. 


LW ie. 
ily 


Newspaper 


Fairchild Publications 


WOMEN'S WEAi, DALY @ DAILY NEWS RECORD @ RETAILING HOME FURNISHINGS 


@ MEN'S WEAR @ - CHICAGO APPAREL GAZETTE @ FAIRCHILD'S TRADE DIRECTORIES 
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Air Conditioning 
Fights for Postwar Sales 


Advertising Expands 
as Industry Sees 
500% Growth 


(Picture on Page 55) 


New York, Aug. 24.—That brave 


new world of tomorrow appar- 
ently will be air conditioned. In 
anticipation of annual sales of 
$300,000,000 or more after the 
war, or about 500% more than in 
the best prewar year, air condi- 
tioning makers are expanding and 
strengthening advertising cam- 
paigns; new factors are entering 
this field, and new air condition- 
ers are being readied for market. 

Among the new factors are 
Servel, Inc., with a gas-operated 
unit which cools in summer and 
heats in winter. Westinghouse 
will have new equipment to be 
used in conjunction with a heating 
unit and Precipitron air cleaner 
for year-round air conditioning. 
Among the “war babies” in the 
field are Airesearch division of 
Garrett Corporation. 

Meanwhile, Carrier Corporation, 
the oldest, and General Electric, 
with Chrysler the largest company 
in air conditioning, are taking the 
lead in a vigorous advertising bat- 
tle, to register brand identification 


i gg ; whew a = . |advertising in this magazine in| Great Gift to the Mothers of \ 
|spent $162,432, or more than| tives in the industry believe, how- 
|twice as much. Chrysler 


lair conditioning for sirplanes,|tween G-i, Timken and General | ler Airtemp, 84, and Worthington, 


Advertising Age, August 2: 


< 


|Ice Machinery Corporation (J. M.|to reports by Daniel Starch &{| Great Idea,” both .0036, an, 
Mathes, Inc), $115,320. | Staff. lrier’s “Cast Out This Sab 
Philco Corporation, though not; Of all advertisements in Time | 0040. 

a manufacturer, is said to be the| for the first 11 months of 1943, for | 

largest distributor of single-room | example, the average cost ratio to 
ppg er age on units. ceny | readership of seven air condition-| On the basis of lowest co 
a yee dit ager ge on Rd omg ing advertisers was 121.8, as com-| person for being read mos} 
sales Standings of the weather-| jared with a median of 100 for all|rier led in this period with 
makers is not available. Execu- : 


Higher Reading Seen 


Chas. Dallas Reach Company, | 
| this period. Carrier had an aver- | .0077, followed by York’s pen: 


ever, that in 1940 York led in | age visibility and readership, for ad, Carrier’s “Having Tro 


j Air-| dollar volume of cooling equip-|}>: aor’ : Pi ateg +> ; 
temp’s expenditure, through its|ment, followed by Carrier, G-E | being ponies Piterig —“s re |e Bes ‘ul ae Mi 
set af deca + & Bement, was/and Airtemp, in that order. In|4gg¢§- York. 131.5: Airesearch’ <« Caak than.” , e Skelet 
1S - as spending $79,093. automatic heating, in 1940, it is 1115: Westinghouse "106 9: Chrys- ; 
Airesearch, currently supplying said, the race was fairly even be- ey } ait readership trend for 1944 j 
2 > nker | 67.5. lieved to be even better. R, 
spent $95,335 in 1943, through J.| Motors’ Delco division. | In Time in the first nine months| No. 1 in one issue’ of Time 
Walter Thompson Company. | Copy Well Read 'of 1943, a G-E ad titled “This? A| year for being “read most” 
Among other 1943 figures for air| In competition with advertising War Weapon,” ranked first among|Carrier’s parachute jumper 
conditioning were: Westinghouse | of products as “dramatic” as air-|air conditioning ads for lowest 


; titled “Who Saved His Life” 
(Fuller & Smith & Ross), $49,878; | planes and jeeps and of products|cost per person for being seen, Tice 


York ranked high in “read m, 


Worthington Pump & Machinery |as “available” as foc?>, drinks and |with .0031. Then came York’s,| with an insertion showing a ~ 


Corporation (James Thomas Chi- | tobacco, air conditior.. ng advertis- | “Penicillin 


| . . . Dew of Mercy,” | and a soldier’s helmet, and bear; 
rurg Company), $98,152, and York | ing has been well read, according| and G-E’s “The Skeleton of a «ie meee a 


the caption, “. . 


now and to build demand for to- 
morrow. 


| 
Carrier Tops Spenders | 
| 


Although General Electric in a | 
sense is the Goliath among’ the 
advertisers in this field, with an- 
nual expenditure for all purposes | 
in newspapers, magazines and net- | 
work radio of about $6,000,000 in 
1943, the Davids seem to be spend- 
ing more advertising money on | 
air conditioning itself. 

G-E’s air conditioning expendi- | 
ture in these media in 1943, 
through Newell-Emmett Company, 
was only $70,200. Carrier, through 
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(HERE'S A POWERFUL 
STORY OF EFFECTIVE 
ADVERTISING COVERAGE 
IN IMPORTANT ONTARIO 
BUYING CENTRES 
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| with product styling, has for the 


od vith Our Dollars—as if We|Cqn Makers Test Radio Television Production Barnes & Reinecke | 0: three years used consistent 


: ea A General Electric ad , | , 
: eatiring & Helen Hokinson draw-|__ Can Manufacturers : Institute, Groups Organized 3 | space in newspapers and financial 
, of an air conditioned depart- | New York, testing radio for the Televideo, a cooperative televi- | Ad Warns Against papers in Chicago and nearby 


re, and a plump woman_| first time, will use daily participa- cities. Recent advertising has been 


mm ae ee ‘a ; sion organization, has been formed | ; ; 
doorwalker if she might| tions on Martha Deane’s program a vs ee ge ’ : " institutional. 
r yt there, was rated |on WOR, New York, for 39 weeks to write, direct and produce tele- | Shut down Plants | Schedules for the new ad, de- 


. pene “seen - associated” | and on Oct. 2 will also start par- | vision shows for advertising agen- | ic g. 23.—The use of| pending on space allotments, in- 
he aa - ticipations on Alfred McCann’s| cies, national advertisers and tele- | Bienen a8, — Bar a ip ar - er ane a Ee 
" 1 W ‘en products cannot now be | “Pure Food Hour” on the same| vision stations. Headquarters are|cpnace to urge quick action on 
nicillin ‘oht, advertising has the tougher | Station. Benton & Bowles, New | at 5 E. 51st St., New York. Chair-|reconversion was touched off last | 
rouble oof making brands remembered | York, is the agency. man of the group is Ken What-| week by the appearance of a|'¥ 
Minute. “eainst tae day when they can be. | sas caceeertoa /more of J. D. Tarcher & Co. 1,750-line newspaper ad_ placed |! 
ton of 4 conditioning advertising today | : Associated Radio-Television Pro-| by Barnes & Reinecke, Chicago 
is preparing this industry for big, WPB Revises L-240 ductions, Inc., with temporary | industrial designer and engineer. 
ustry’s volume tomorrow. Increased paper tonnage re-| offices at 489 Fifth Ave., has been The ad, in smash style, depicting 
is_be- : od ‘quested by newspapers which | organized to handle both radio and | 2 industrialist faced by returning | | = 
Rated MacKinnon to Bulletin added supplements during 1941 or | television production for agencies, | S¢TVicemen anda shut-down plant, | 
” us Charles MacKinnon, director of | 1942 will be granted only where | national and local advertisers and | iS offered as a stimulus to industry i 
Tig ‘0 Philadelphia Newspaper Pub-| publishers can show “undue hard- | radio stations. Jay E. Kashuk, re-|Tather than a direct business | : 
er ad fe rs Association, has been ap-|ship” resulting from contractual| cently discharged from the Army, getter. | 
Life?” Je ted executive assistant to | relationships, WPB has announced. | and son of Lew Kashuk, advertis- The 10-year-old company, larg- | 
Rage gichard Slocum, secretary andj Adjustments for increased news ing and publicity director of I. J.| est in the field and combining gen-_ ee Tk anon 
a cross Ty eral manager of the Philadel-|content alone have been elimi-| Fox, New York furrier, will head | eral engineering, tool and machine | | {knew you'd be home the ana of ys 
rh '8 BBP hia Evening Bulletin. ‘nated from order L-240. the new corporation. design and product engineering {rein your hearethi lan wes pa ot wa 


—_—_—- 
job « fresh start waiting for you Well (law & 


tno long Tim not ready forthe peace There be 


{ 
' 
you tought for trusthul you would fund et home 
| 
no jobs here for months = P've tailed pou 
! 
‘ 


| BARNES & REINECKE “<i.a./A,-» 
a ee ee ate ae ee taps tg oar F mypomon ! 
| clude pages in trade publications 
|in addition to newspaper space 
and a new campaign, concentrat- 


Oth @) ° |ing on three cities per month and 
er ntario ‘including direct mail with local : 
| newspaper space, is scheduled for = 
| the next six months. 
| Behel and Waldie and Briggs, 
| Chicago, is the agency. Edvarn- 
5 OF 5,000 AND UP |dine Hillyer is advertising man- 


ager of the company. 
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Daily Star Number of Percent 
Circulation Households* Coverage 


Belleville .........s0000..-. 2,066 3,780 54.6 


Daily Star Number of Percent 


| 
Circulation Households* Coverage |Named IAA Officer 


ONION Saviscsssinisns 1,498 9,523 15.7 ae ae 1,441 2,276 63.3 | Adin Davis, advertising man- 
CRIN ccsiciesisinisnis 59 «45,548 1 pies ee ies — |ager of Worthington Pump & Ma- 
sins PON. vesieseccesdeess A 89.0 |chinery Corporation, Harrison, 
Fort William ............ 85 6,925 i. i. 889 3,035 293 j | N. J., has been appointed secre- 
MN sadness deca tecanesdbes 1,006 4,403 228 jE OUkllUmwmlwmwmUU . ‘ i, |tary-treasurer of the Industrial 
rn 1444 6,242,231 ee tein - = = ff Sovetieng Asse Stor 
eS: , 2 Collingwood ............ 783 1.166 67.2 ng York, local chapter of the NIAA, 
SIE Soricidstesoeccias 3,138 41,737 75 Pinenietl : \ _ replacing Carlton Matson, re- 
UG vescccsinsiccsen 2,355 7,201 32.7 WAM eres 357 3,5967 9.9. . | signed. 
Including Portsmouth ee RM iiss, hve stacs 93 1,502 6.2 aed | 
Kitchener oeccccescss 1,220 9,290 131 MM Fort Erie 1,037 7160 (14480 
London ennnn 1,742 22,955 7.6 BEBE Fort Frances ......... 17 —«388t Sia . ‘) “it 
Niagara Falls .......... 1,655 6,866 24.1 ! Hawkesbury «0.0.0.0... 5 139+ 36 ad SPOT 
North Bay wc. 1,139 3,158 36.1 ME Ingersoll 295 «1,362,217 7 BROADCASTING 
Mie sessions 5904 6997 844 — 15-2069 >, a MEANS 
Ottawa enn 711 31,211t 2.3 Kirkland Lake ...... 1367 -3,481t = 39.3 vq “ADVERTISING— 
Owen Sound cs... 854 3,410 250 = aaa Bs eo B — WHERE, WHEN 
Peterborough .......... 1544 7569 204 IMdSAY  oeseeseeenreee 3 a AND A vs 
Port Arthur ........... 62 6,550 9 Midland oocceccccsccceen 702 «1,796 ~—39.1 — S NEEDED 
St. Catharines .......... 2512 9300 270 | pee 1571 2958 53.1 , 4 
ie 505 5.161 98 Party Sound ............. 759 1,164 65.2 ae . 
EN 513 5.496s«3 Pembroke sccssccseo 161 = 2,204 = 7.3 fost | 
Sault Ste. Marie ..... 1,020 5,524 185 Port Colborne .......... 763 2,051 37.2 — | 
en 730 4,668 15.6 Port Hope... 688 1,271 54.1 ae | . 
I fc cicscehiinis 1751 6292+ 278 PREStOM ...ccssesseeeee 482 1,808 26.7 | ere 
I siicttsain iin 2,101 3,486t 603 Se 9%  1051t 91 ; (National — 
Winds0F een 266 «24.137t 1.1 ae 933 «1,734 «538 Aa | ereeenneevest iecilies 
ncluding Riverside a = | WGR-WKBW es at ul alo 
Woodstock ............. 583 3,759 15.5 ae FORE ickicsavens 311 1,710 18.2 | ys | dey 3 ers Cr 
saad dition tieianen Ghigh — pimahviosiantoaniies 424 906 46.8 of , WDAY oe “iecharee 
(iaiids ettans wate w Timmins stecvoucesesssenes 1,165 4 6457 25.1 By r WKZO ‘ : de .Kalamazoo 
FB Trenton nnecneene 1,628 1,066 152.7 r WAVE ooo Louteville 
Although the A.B.C. lists circulati iti 'TCN 2 '* Minneapolis-St. Pat 
Po vane as slay ‘> dasa oe Me ag a | Waterloo seRseneeUeeneoOnES 231 2,240 10.3 fe ‘ ; -MinneapalisSt, Fan 
circulation in the vic x .O. fi : cS af ..St. Louis 
org rece ake gherers hr ts tankers reues Whitby i ia a 887 985 90.1 oy 7 aed “gyvacaee 
by the post office. The excess circulation beyond 1OWA 
these limits iis slight in any individual case as is *Post Office figures, 1943. WHO Des Moines 
yrove ) > y Star's ci i TOC Javenpo 
cabled delivery ‘soebaa at art dl — teas ee ee ee RMA nd emanate dienandoah 
el SOUTHEAST 
WCBM Baltimore 
wae Crete 
‘WHOLE FAMILY' READERSHIP ee 
WDBJ Roanoke 
SOUTHWEST 
KOB i Auanerns 
° KRIS orpus iristi 
Most of the thousands and thousands of Ontario to complete coverage of Canadian and world KXVZ Siig Houston 
families who take The Toronto Daily Star, receive news, The Daily Star runs many regular features KTUL Pulsa 
it between 4 and 7 p.m. on the day of publication of immense popularity. — CREEtS Sore cesthas 
... delivered direct to their homes by 3,800 carriers Your advertising in The Star shares in the keen ld Gakiané-Sen Cree 
serving 543 communities. “whole-family” reader-interest of the news and vie rp ed nog gaa 
There is ample time for everybody in the family to editorial features. This is why advertisers find ‘ ag 
read it. And there is every reason why each member that The Star exerts such a powerful influence in Ser latest radio tafermation, call Z 
of the family should read it—because, in addition sales-promotion. FREE & PETERS , 
s Inc. 
Pioneer Radio Station Representatives 
Since May 193 
0 No ichigan Franklin 637 
Published at C A A U.S. Representatives — yoo aes te eg e coger 
80 King St. West TORONTO, AN D WARD-GRIFFITH CO. INC ai santana Nlemeear ibd pamper 
SAN FRANCISCO: III Sutter Sutter 4906 


HOLLYWOOD: 633! Hollywood Bivd Granite 36 
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24 
Names Weiss & Geller 
McCoy, Jones & Co., Chicago, 


has appointed Weiss & Geller, Chi- 
cago, to introduce exylin, a new 
plastic material. Magazines and 
trade publications are scheduled. 


Organize Design Firm 
Ruth Gerth, George Kosmak, 
Alexander Kostellow, and Rowena 
Reed, all industrial designers, have 
formed a design organization at 


228 E. 6lst St., New York. 


CHICAGO «+ DEL 3800 


‘Election Jitters’ Blamed for 
Confusion Over Nelson Trip 
Washington, Aug. 24.—Removal 
of WPB Chairman Donald M. Nel- 
son from the Washington scene as 
the clock approaches H-Hour for 
reconversion provides a rare oOp- 
portunity for speculative interpre- 
tation, some of which has already 
made itself apparent in the reac- 
tions of business men who only 
last week thought they knew 
|where they stood on resumption 
of civilian production. 
| Much of this confusion, it seems 
ito this reporter, results from an 
ill-advised outburst of “election 
jitters.” The term “ill-advised” is 
used because it is hard to believe 
‘in view of Mr. Nelson’s high per- 
/sonal integrity that he would per- 
mit himself or his programs to be 


By STANLEY E. COHEN, Washington Editor 


(a party to any plot to maintain a 
| political clique in power. 

Mr. Nelson, it should be remem- 
|bered, is free of political allegi- 
lances, and those who have fol- 
‘lowed his many months of meri- 
| torious public service agree that 
ihe is sincerely devoted to orderly 
reconversion of industry. More- 
lover, such plots as the alleged 
plan to continue wasteful war pro- 
duction until after election, in ad- 
dition to calling for the coopera- 
tion of Mr. Nelson, would involve 
a number of high ranking profes- 
sional military men who have no 
stake in the political destinies of 
Franklin D. Roosevelt. 

On the other hand, in view of 
the success of Nelson’s trip to 
Russia, there is good reason to 
|believe that he has legitimate 
| business in China, where the spot- 


focus— 


light of war may soon | 


business, incidentally, which could 
be finished by the time that the 
well-informed production chief 
expects cutbacks to come in ear- 
nest. 


Service: Retirement of Sen. 
Harry S. Truman and Counsel 
Hugh Fulton from the National 
Defense Investigating Committee 
has yet to result in any letup in 
the valuable activities of this non- 
partisan group. The committee 
has had a remarkable set of hear- 
ings this week on surplus prop- 
erty disposal, getting such elusive 
people as Sam Husband, RFC sur- 
plus property administrator, and 
Ernest Olrich of the Treasury on 
the record. Acting Chairman Carl 
Hatch, forthright author of the 
“clean politics” bill, has ordered 
all surplus property sales regis- 
tered with the committee, making 
them accessible to the press and 
radio for publicity. ‘Where the 
full white light of publicity shines, 
there is little room 
gery and wrongdoing,’ remarks 
goldfish bowl-polisher Hatch. 


Story: An enterprising war bond 
chairman in Ohio ran afoul of the 


4! 


FOr many months The AMERICAN PILOT has been 


devoting its major activities to the subject of air- 


port operation. 


It has been analyzing and discussing the problems 


of management; of maintenance of aircraft; of fixed 


base operators, both in sales and services. 


it has been the pioneer in directing attention to air- 


ports and has been 


the only business magazine 


specializing in this phase of aviation activity. It has 


published more material on the airport question 


(Effective 


than any other single magazine of its kind. 


To avoid confusion, we now change our name to 


AIRPORTS. 


the American Pilot 
CHANGES ITS NAME TO 


with the 


September 1944 Issue) 


The circulation of AIRPORTS is highly selective . . . 


hand picked to 1—Managers and Executive person 


nel of airports; 2—Operators and Dealer Services 


based at airports; 3—Municipal Authorities con- 


cerned with airport development and maintenance. 


These are the men in whose hands lies the growth 


of civil aviation, both commercial and private. 


for skuldug- | 


| overruled Chairman James 


| ness 


Advertising Age, August 
FBI when he decided dur», 


5th War Loan drive that x 7 
sell more bonds if he pe mitt. 
purchasers to burn Jap Ne 
flags. Under the Geneva < ven 
tion, it seems, we are f dder 
to destroy the flags of ot n 
tions. Reprieve: The Bo:.g ; 
War Communications is idey 
ing two proposals, either hint 
would permit Western l ye 
send congratulatory messa - 
cept holiday greetings. A icay 
Communications Associati Ch 
union, opposes relaxation | t), 
present ban, asserting th. y. 
still needs the wires. 

Problem: With European © cto, 
will come headaches for Treasyy 
and OWI campaigns peopl» wh, 
fear that the public and m« ne: 
will forget that the Japs are fight. 
/ers enough to stage a first clas, 
/war by themselves. Treasury peo 
ple have a_ particularly ticul: 
job, and are already talking j; 
over with the War Advertisin 
Council. Many OWI can gns 
such as Wac recruiting, wil! tape, 


off or stop, but admen would 
| wise to leave the selections 
officials who are best inf 
|about requirements, and not de- 
cide for themselves that the natio, 


'no longer needs cadet nurses, { 


instance. Notice: The Army wi! 
mail cards to employers whe; 
their former employes are dis. 
charged from military service 
Under the Selective Service Ac 


veterans must apply for their jobs 
within 40 days of their discharg, 


Turnabout: FCC did an interest- 
ing about face when it decided t 
set aside a proposed order permit- 
ting stations to identify transcrip- 
tions hourly instead of each hi: 
hour, and in addition to retaining 
the old regulation adopted a mor 
rigid rule providing that the broad- 
caster must make no affirmative 
effort to create the impression that 
live talent is on the air. In re- 
versing itself, the Commissi 
Law- 
rence Fly, who had previously told 
the Senate interstate commerce 


| committee that the FCC identifica- 


tion rule worked to the disadvan- 
tage of small stations. Ideas: The 
Commerce Department has a lis 
of more than 100 “Suggested Re- 
search Topics in the Field of Busi- 
and Economics 1944” avail- 


able at Commerce field offices | 
from the Bureau of Foreign and 


Domestic Commerce here. Typical 
subject: “Postwar Distribution by 


| War-created Small Business.” 


Reorganization: With the de- 
parture of Sherry King, who had 
handled all Treasury advertising 
promotion chief Tom Lane is set- 
ting up an entirely new arrange- 
ment, with activities handled me- 
diawise instead of functionall 


Closes Sept. 15" 


Briefalog your line in the 
Electrical Buyers Reference t 
sure reaching those men 


who | 
specify, requisition electrical 
allied products. Saves ac 
catalog; usage proved. Ask ne: 
McGraw-Hill office about 
edition closing Sept. 15th. 


comm they reach for 


ne: A McGR aw 
hi Garam PuBLic TION 
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sare Protects Corporne 


‘SING pesuMES COPY—In about 30 papers 
‘SSM ;, monopoly states, National Distillers 
“ADEE peoducts Corp., New York, has begun 
the first general newspaper campaign 
for Gilbey's gin in two years, through 
Lloyd, Chester & Dillingham. The drive 
probably will be expanded soon to 100 
‘on fo; more papers in open as well as 
, monopoly states. 


| milk, continue to rise, War Food is 


| areas. 


considering an order which may 
result in less light cream in many 
Help: ODT is getting con- 


| siderable support from trade asso- 


|Southern Newspaper 


| 
| 


vhe —__ 

‘ae section chiefs are George Little, | 
‘vice newspapers; Bob Smith, radio; Eli | 
AcHarris, general and business mag- 
jobsmazines; and John Donnelly, out- 


joor and graphics. Possibility: 
PA still threatens to comply with 
its promise to simplify its retail 
1d tog price regulations. Under present 
: plans, the long-considered rule will 
e presented to the OPA Retail 
‘ouncil Sept. 12-13. 


Bombshell: Internal Revenue 
‘ommissioner Nunan has created 
small sensation with a ruling that 
tock options granted to employes 
nce Oct. 2, 1942, are salary pay- 
ents, and therefore possible vio- 
aw. ations of the salary freeze order. 


“told Difference between option price 
ercoond market price will be used to | 
‘fica cetermine amount of salary in-| 
val ease. Conservation: The _ well 
Tha sown paper stretcher seems to 
_ lig Dave been used by book publishers 
Ref ast year. They printed nearly 
3s °.000,000 additional copies with 

2,500,000 fewer pounds of paper. 


Freeze: WPB is trying to plug the 
gaps in its paper rules, but it has 
tackled a touchy job in its pro- 
osal to freeze consumption of 
aper by labor and other papers. 
Labor editors assert they must 
perate on a quota-free basis “if 
they are to serve the constitutional 
ghts of their members.” 
apers use about 1% 
newsprint supply 

* 3 


te Me 


{ new opinions attempting to tie 
iown use of the expression “free” 
1 advertising. Help: Post Office 
trucks will feature a poster during 
september reminding the public to 
nail soldier gifts by Oct. 15. Crisis: 
since military needs for dairy 
roducts, particularly evaporated 


g To Women While’ 
They're Young 


-d by GIRS COUT S 
st 44th Sereet New York r> 


4 a ‘eats hae 


along with us! 


“ 225,000 ABC! 


BhR OF THE YOUTH GROUP 


These | 
of the total | 


Issue: FTC has issued a number | 


| with 


ciations and others who have been 
asked to cancel _ conventions. 
Publishers 
Association is among those men- 
tioned on a recent list. 


Kirkley Joins Griswold 


Donald J. Kirkley, formerly 
the Washington Star, has 
been appointed Washington editor 


lassistant to 
| manager 


of the Griswold News Service with | 
offices at 1076 National Press 
building. For the last three years 
Mr. Kirkley has been senior in- 
formation specialist for the Office 
of the Coordinator of Inter-Ameri- 
can Affairs. 


TWA Promotes Robinson 


Robert I. Robinson, formerly 
the general traffic 
of Transcontinental & 
Western Air, Kansas City, Mo., has 
been promoted to sales promotion 
manager. 


Returns to Automatic 


Edwin L. Bertram has returned ( 
to his prewar post as sales pro- 


York, 
partment of 


25 


has joined the media de- 


Wendell P. Colton 
“ompany, New York. 


motion and advertising manager 
of the Automatic Transportation 
Company, division of Yale & 
Towne Mfg. Company, Chicago. 
For the past two years he has been 


Serving as captain in Army Ord- 


{ Simpson-REILLy, LTD. 
Publishers Representatives 
SINCE 1928 


LOS ANGELES 


nance and as chief of the indus- 
{trial truck unit, WPB. 
‘Breslin to Colton 

| W. W. Breslin, formerly with | 


| the Byron G. Moon Company, New | 


GARFIELD BLDG. 


_SAN FRANCISCO 
RUSS BLDG. 


1940 


(1M 


HEN manufacturers are once again free to swing 
W into mass production of consumer goods— 
many will find themselves forced into a general 
scramble resulting from an “all out’’ effort of their 
competitors to regain a prewar share of the market. 
Introduction of new products and new materials is 
added assurance that competition will be keen— 
the race for distribution a determined one. 


It is during this period that advertising has its 
greatest role to play. The necessity of reaching and 
selling the consumer quickly, as well as in large 
numbers, is apparent. The urgency of thoroughly 
selling the dealer, thus securing wider distribution, 


is evident. 


Decide now to use the medium best fitted for 
this job—your daily newspaper. Remember that 
newspaper advertising speaks from an atmosphere 


of SPEED AND ACTION . 


that through the 


power of new spaper advertising you Can create the 


good will and consumer acceptance so essential to 


successful selling. 


The stakes are high—the reward for sound judg- 
ment great. Consider the facts carefully and decide 


upon newspapers today. 


j ime 
Prove ain 
Cust “ ah Ws 
Ome uj d Pers hay, 
"Erchang © sely ae dies: 
Sano Ve Orr, 
The ; . €d tog Sp th 
Chart Pr d ‘a f tha y. Here 
Siste Used 1 €p €Sseny bilig 
ntl 2 , 
Farly in 29d aly Paper, “his 
ame a 1949 s le clus j Con. 
a Sive 
the €nd adi abo 7 oe 
the 1 °f 1945 Com wt 'g ves 
» evel oO , Sales ied Mor’s. By 3 
2u arly 1946 €re doubse 
0 
Petit, , Cat a h d Near}, 
Cadin 
Produycy “ . 
Org * Z VCS "led ° 
ld. 
lag,» 9" 


SCRIPPS-HOWARD 
NEWSPAPERS 


NEW YORK . . .World-Telegram DENVER Rocky Mt. News 
CLEVELAND... . Press BIRMINGHAM . Post 
PITTSBURGH . Press MEMPHIS . . Commercial Appea! 
SAN FRANCISCO . News MEMPHIS . . Press-Scimitar 
INDIANAPOLIS . Times WASHINGTON . News 
COLUMBUS ... Citizen EVANSVILLE . Press 
CINCINNATI Post HOUSTON Press 
KENTUCKY Post FORT WORTH . Press 

Covington edition, Cincinnati Post ALBUQUERQUE Tribune 
KNOXVILLE . News-Sentine! EL PASO Herald-Pos! 
National Advertising Dept. - 230 Park Ave..+ New York +» Chicago 

San Francisco Detroit Memphis Philadelphia 
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hospital. 

ALBERT COUCHMAN, 
Couchman Advertising 
Agency, Dallas, Tex. 

3 


Ayer Comes Through 

To the Editor: Far be it from 
us to be the cause or contributing 
cause to any nervous breakdowns. 
So here’s the answer to the puzzle 


the many gems of copy that have | 


|been inspired by the needs and | 


propounded in a recent Felt & 
Tarrant (N. W. Ayer & Son) ad- 
vertisement: 

You will remember that the | 


problem was how to ferry a fox, | 


a sheep and a cabbage over a river | 


one at a time without leaving the 
fox alone with the sheep, or the 
sheep alone with the cabbage. 

First step, ferry the sheep across 
and leave it on the other side. 

Come back and take the cab- 
bage across, leave it there, and 
bring the sheep back. 

Put the sheep ashore and take 
the fox across to the other side. 

Come back and ferry the sheep 
across. 

And there you are. 

MAUREEN MurpbDocu, 
N. W. Ayer & Son, Philadel- 
phia. 
v vy 


Speaks for St. Paul's 


Waste Paper Drive 
To the Editor: 


In the July 31) 


issue of ADVERTISING AGE appears | 


a story in which Kansas City lays | 


claim to the nation’s paper salvage 
record. In a story in the July 8 
issue of Editor & Publisher, St. 
Paul lays claim to that 
with nearly twice the July pickup 
and nearly three times the 1944 
record of Kansas City. 

Here is what the St. Paul story 
(quoting the St. Paul chairman) 
says in part: 

“In the beginning the collections 
were held at irregular 
but since Jan. 1, 1944, they have 
been on a monthly basis. One 
month we collect brown corru- 
gated boxes and newspapers, 
magazines and 
paper 
lection is announced through the 
press and radio about 10 days in 
advance and in the ensuing period 
householders are advised of the 
need through stories in the St. 
Paul Dispatch and Pioneer Press, 
the St. Paul Shopper, paid adver- 
tisements, and radio announce- 
ments 

“The response has been astound- 
ing and we believe that we have 
established some records for cities 
having a population in excess of 
200,000. By 8 a. m. on collection 
day there is a stack of paper in 
front of almost every house in the 
city The collections always start 
n Saturday morning and continue 
over the weekend. For Saturday 
ind Sunday each driver is assigned 
a specific district in which he is 
protected, but on Monday morn- 
ng all territory is thrown open so 

t drivers can pick up paper in 

y part of the city. 

The WPB for Minnesota estab- 

shed a quota in cities of the first 
class of five pounds pe 


r person per 


record, | 


intervals, | 


all other kinds of | 
The date of the next col-| 


problems of the war. 

George Mather is advertising | 
manager of Babson Brothers, 
manufacturer of dairy equipment. | 
I met him in the process of mak- | 
ing calls for the scrap paper drive. 

He showed me this piece of copy 


.. and so am I. If dad or grandpa or somebody 
somewhere along the line had not saved’ up his 
money and bought a boat ticket to America, we 
might be in Poland or Russia or Czechoslovakia or 
France or Norway or in any one of a hundred 
other places where we would not be getting 
enough to eat. 


In Russia many millions have to make their own 
shoes out of what they can find—and it gets cold 
in Russia. A hard-working man gets less than five 
pounds of meat a month and it has been a long 
time since a civilian could buy any kind of clothes 
at all... but... the Russian Soldiers have warm 
clothes and they have ammunition, and it’s a good 
thing for us that they do have. 


So what? So we will still have more to eat and 
more to wear and warmer houses than anybody 
else... AFTER .. . we have loaned Uncle Sam at 
least ten per cent out of each and every pay check. 


We won't have a lot of stuff that we used to have 
but we will still have a lot more than anybody 
else. That is not because we are better or smarter 
than other people in other lands . . . it’s only that 
we are luckier because grandpa managed to save 
up enough to get to America. 


. «DP'm glad he came. 


George Mather 


bearing his name, very casually. | 
I’m sure he had no feeling that he | 
had written a masterpiece. But I | 
think you’ll agree that it is an- 
other of many masterpieces that | 
advertising men have produced | 
when they were very badly} 
needed. 
HARLAN G. 
American 


Personally, I like it here . 


GREENFIELD, 
The Weekly, Chi- 
cago. 

v v v 


Points Out Fundamentals | 
of Instalment Buying 


To the Editor: In your Voice of | 
the Advertiser July 31 you carry | 
a letter over the signature of | 
Harris K. Randall, in which he 
takes issue with the soundness of | 
instalment credit. In particular 
he disagrees with the reasoning 
that an expanding economy must 
be tied to it. Mr. Randall con-| 
cludes rather that we devise ways 
and means to lead the man who 
owns a dollar to spend it. 

It is nothing new to rant against 
the evils of debt, instalment or 


other. There are evils inherent in 
debt just as there are in the un- 
wise use of advertising or nar- 


cotics, but the writer of that letter 
fails to apply that “unwise” divid- 
ing line to credit in the way he 
would demand that it be applied 
in his own field 

Your correspondent’s reasoning 
is specious, principally because he 
ignorant of two 
fundamentals He fails to credit 
the individual and the family with 


overlooks or is 


montn, This was an arbitrary being a going business enterprise, 
igure and seemed high During | as it is in these complex days. It 


ATTLE CREEK . - - «Best Known’ City of its Siz 
B a 


World-Famous 
in many ways 


1 
The world-famous we e 


jtarium is Ge- 
Creek Sanit work today- 


«.einal buildings 
da over to the 


ital — one of the largest 


a all Army hospitals. hyd 
Sanitarium is enjoying © 
thriving business 4 
new quarters across 


the hospital. 


Not only has Battle Creek long be 


world for its famous Sanitari = 
factories — it is widely oe as 

i { diversified pro 
a wide range © 
tories employing 24,000 wage earners 


inting 
ments, steam P ranges, 


of essential 


Market Data 


Battle Creek's city — 
population is almost 68, a 
It has always been a re : 
business peamgy sven ; . ed 
se its diver 
yoo (peacetime as well 
as wartime) = no 
i “peaks 
sor” Battle Creek workers 
are wel 
Plots Battle 
es Battle 
Se aeale best ang 
Bank debits average | As 
million a month. Over »- “ 
carloads of Battle ng 
products are sent oe 
the railroads alone. A iol 
thriving area ready to a 
cept peacetime produc i 
without great difficulty. 


Creek. 


WATIONAL ® 


cover Michi 


e in the W orld’’ 


en known around the 
at health food 
anufacturing center of 
than 100 fac- 
urn out farm imple- 
nd electric 


ducts. Its more 


presses, gas a 
shipping cartons, OD" 


tomobile parts and 
products normally 


used all over the 


is one of Michigan's most de- 


pendable markets. 


a long list 
wotld. This 


You can't 


gan without Battle 
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‘quisition of these articles for the| Does Mr. Randall think t! eopk I = 
young married couple until they|of the pink decade did no: wa, . ie 
could accumulate, would thereby | private transportation, . ie 
reduce the number of durables|envy the owner of a shiny jyg cae 
which could be enjoyed by the|as much as their childre: in 4 we: 

n - ~ family in its life by at least one,| the car next door? Is it a1) cojp 
This department is a reader’s forum. Letters are welcome. “= (thereby reduce its standards of| cidence that the buggy n« g net 
. the first five months of 1944 our is unlikely that he would be simi- living. His plea to encourage the|into real mass production. wh; , me: 
Army Hospital Gets quota on a basis of 288,000 popu-| larly critical of the manufacturing |man who has the dollar to spend|the automobile did @S S00!) as ten 
Agency’s Publications lation should have resulted in a|enterprise or printing shop which | jt would discourage the very accu- | could be ~~ sc cgaganl th 
To the Editor: Your recent edi- | total salvage for the period of 7,-| would go in debt to get new ma-/ mulation which is necessary to the Your a — = a v d rhe en 
t ates = i ti trade publica- | 290,000 pounds. Actually in that) chinery and equipment to be paid | “cash on the barrel head theory, | well to take a poll o _the is 
orial 2 ob pa , fete” al period household paper collected | for out of future earnings and the | result in frittering away small audience he will have h it 
| pale Darga ee ele ahem (no commercial salvage is in-|savings which came from their|sums on unessentials and non- clients if he is to gauge | nes Comm 
follows up what this agency has! (ded) amounted to 9,925,000} use. Yet he would deny the same | durables. |sage only to those with ug ' an 
been doing for months —what Sai | pounds, or 140% of the arbitrary! business-like approach for the} Let Mr. Randall contemplate his| money to be free of cred eds tions {rol 
— do. And how it will) quota and just a fraction short of | purpose of saving the family labor | economic history. Can he point to He will find that his customer, more wa’ 
= ae Sa ies seven pounds per person per|and improving its standards and|any article other than sewing ma-| Will not be among the mi pr nave bee 
We keep the various —— Se |month. Collections are increasing | production of its product of happi-| chines in which there was truly ducers of “heavies” and it \ oreciative 
enSOnn, Seon ont ay Hd €W/ each month and we feel certain|ness, leisure and health through| wide distribution in the Victorian | @8reed that they must spearhead J 4.) 
po Rape i bun A gel that by the end of the year we|the purchase of ice boxes, washing] era? And, won’t he find that the | the drive for greater natio lin-M In desi 
pee cr poy po gyno Pens ,| will have collected and salvaged | machines, etc. piay {bulk of that was the work of the | come in the vorpal i . sa iid 
ae e hi y | 100 pounds per person for the year The second fundamental which | ane ite ade instalment | R. H. Sto erie fit 
copies of the Post, Life, etc., which ve : “Pr ; : }company that made in m President. Morris Pl B 
‘ : ¥ | 1944. he overlooks is human nature. The|—" ae ah E ae | resident, Morris an Bank- condi 
happen along—and parcel post . ‘ oe ed : obit |payment possible? How many | +s Association. Washinctot U 4 
' . >*| Well, anyway, we St. Paulites|average man and the average | eenerations was it before central | tall ‘ neon, stock C. 
them up to our nearest Army hos- take our hats off to Kansas City| family do not accomplish enough generations was before at D. Cc. eotoa 
pital, OS Seemney, SOE lfor its enthusiasm. But we want|in the sugar bowl, or elsewhere, | heating came into widespread use | v, vy somes ant 
A lad whose dad runs a flour | Kansas City to understand that St.| to lay the cash on the line for the | 2nd did it come before it could | a eo 
mill 1S going to devour American | Paul has it topped. | heavy durables which are properly be had in instalment payments’ |Hagerstown Sells o life g 
Miller. Likewise here and there | IvAN Bure, chargeable against the income for | What product has approached the ‘H ’ S : G. 1. Joe 
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Am ge gost a — i ten | Dispatch and Pioneer Press, | the period before their use begins. | radios? Will Mr. Randall say that| To the Editor: Some time ag ppeal to 
magazines and the fiction papers | St. Paul. | Even if this were not so, his phil- | was unconnected with immediate the mayor of our town (popula to ve 
are always wanted ~ | ee # ,osophy would postpone the ac-| availability of instalment credit? | tion 32,000) came to me jemonstr 
mg . . . . omil g 1 
mg ae 2 into the waste | Cites Inspirational Piece | se “ r 
paper hopper, iiese magazines boomed] To the Editor: I am enclosing |* : Perhap 
do a whale of a job at an Army ‘what is probably just another of | 
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suggestion for some sort of 
wenir booklet suitable for 
to our 6,500 men and 


wearing Uncle Sam’s uni- 


‘ ,ething to assure them that 
+. home-folks over here have not 
f ten one of them. Be sure 

them on that!” 

rhe enclosed picture booklet is 

nished answer. Sponsored 
bh 1 the city and the Chamber 
.+ Commerce—and paid for by the 
mavor and council, plus contribu- 
tions from eager civilians (many 
' wanted to help) the copies 
have been mailed and many ap- 
preciative letters are arriving 


In designing the booklet, I felt 
t should be kept to a small enough 
size to fit into pocket of regulation 
issue blouse. Instead of using 
stock C. of C. industrial plant 
photos and town “brass hats,” the 
nages are filled with pictures se- 
lected to show a true cross-section 
of life as lived by the average 
G. I. Joe in Hagerstown when the 
war is over. That these pictures 
appeal to the young now overseas 
to a very surprising degree is 
iemonstrated by the comments 
coming in from Italy, India, Aus- 
tralia, France and England. 
Perhaps other advertising men 
might like to propose a like under- 
taking for their home-town boys 


and girls. 
A. L. GARDNER, 
Advertising Manager, Pang- 
born Corporation, Hagerstown, 


tains a digest and resume of the 


month’s advertising and merchan- 
dising news. 


It is available free, 


.KSO Transfer Completed | Probst to Henri, Hurst 
| Ownership of Station KSO, Des 

from Washington County |in any quantity, to readers who | Moines, has been transferred from | promotion manager of the Chek- | store. 
erving far from their home | desire to send copies to friends or |the Iowa Broadcasting Company | Chart 
| associates in the armed forces. Ad- 


to Kingsley 


H. Murphy, 


cialist, is said to be the 
Joseph D. Probst, formerly sales 


Corporation, Chicago, has 
Minne- | been appointed service manager of 


27 


Chamberlain, Canadian radio spe- 


first of 


its kind used by a department 


dress Editor, ADVERTISING AGE, 100 | apolis newspaper and radio execu- | Henri, Hurst & McDonald, Chi- 


E. Ohio St., Chicago. ] 


Ed Feintheld Named 


Ed Feintheld has been appointed 
assistant sales promotion manager 


of Station WLW, Cincinnati, re-|mains unchanged. 
placing M. F. Allison, now in the |Company, New York, will repre-|in the Toronto Globe and Mail. 
|sent KSO in the national field. 


Navy. 


| tive. 


ment. 


George J. Higgins, formerly | cago. 

| with WTCN, Minneapolis, is gen- a 
|eral manager of KSO, and Herbert | : 
|\F. Holm, formerly of the Minne- | Uses Radio Column 
japolis Tribune, has been named | 
| controller under the new manage-|ronto department store, is using a | 
Other KSO personnel re-|column of radio news three times 
Headley-Reed | weekly in its page advertisements 


Koss Greve 


Special sections, pages 
solid and ndly on an insured 
Free survey at your request! 


Robert Simpson Company, To- 


‘The column, written by Frank 


SOLD! SOLID! « SOLD! SOUND! | 


N$ 


are sold 
Program 


PORTSMOUTH, NEW HAMPSHIRE 


Md. 

v v v } 
Servicemen Write in | 
Praise of Pony Edition — 

To the Editor: Appreciative and 
glowing comments on the Service- | 
men’s Pony Edition continue to | 
reach our ears, not only from as- 
sociates in the industry, but from 
some of our ex-employes and 
friends to whom we are sending 
the edition, thanks to you. Here | 
is one from one of our men in an | 
Army camp up north, a comment 
received just yesterday: 

“The two copies of ADVERTISING 
Ace “Servicemen’s Pony Edition,” 
which I have received, have pro- 
vided me with some very pleasant 
reading. I am sure that I have 
read them more thoroughly than 
I ever did while I was in the ad- 
vertising business. I certainly 
appreciate your thoughtfulness in 
seeing that I get them. Thanks a 
lot.” 

Accept also, our personal kudos 
mn this grand job! 

JOHN R. KIMBALL, 

Williams, Lawrence & Cresmer 

Company, Chicago. 

To the Editor: I’ve been mean- 
ng to drop you a line and thank 
you for the Pony Edition which is 
reaching this neck of the woods | 
through my old outfit’s mailing | 
setup. It was great to see how} 
things are shaping up at the old| 
ulcer-making game. 

Pvt. V. MonTERO-D1Az, 
Care Postmaster, New York. 


To the Editor: My copies of | 


your pony edition (Nos. 1 and 2) | } 


ame to me in envelopes of Play-| 
bill, Inc., New York, with whom | 
I spent 14 years prior to enlisting 
n °42, 
_ Glad to get it? I should say so! | 
Thanks to you and to Playbill a| 
fellow can feel at home for a few 
Minutes, anyway. 
Lt. CHARLES NANNES, 

re Postmaster, San Fran- 

. te 
Vv vv 
Note: The Service- | 
Pony Edition of ADVERTISING 
s published monthly, and con- 


litor’s 


WHO SAID RADIO. 


CAN DO IT? 


want to SELL the Negro market you 


ay >» REACH it effectively and econom- 
NE through their first line media THE 
: ) PRESS! Yes, perhaps you are over- 


the 7 billion dollars spent yearly by 
an Negroes. You'll be surprised at 
sy it is to cover these spending mil- 
om t a very low cost. Write today to 
te United Newspapers, Inc., 545 Fifth 
New York 17, New York and we'll 
u some startling profit-revealing facts 
” this growing field. 
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CONSOLIDATED WATER POWER 


3 


In our initial assault on the Nazis in France more than 

a thousand aircraft speeded Paratroopers and their sup- 

plies to the front... dropping many behind the enemy’s 

lines to harass and trap him. This tradition-shattering 

movement of troops contributed much to the success of the 
combined naval, infantry and air attack. 


Paratroopers and air-borne armies had been used before, but never 


in such numbers. Such a vast air movement of troops would have been 
impossible had not American Industry devised ways of speedily 
producing almost unlimited quantities of planes, gliders, parachutes 
and other equipment...an ability which is providing overwhelm- 
ing quantities of needed war materials. 


CONSOLIDATED C2aZed/ PAPERS 


AT UNCOATED PAPER PRICES 


Paper also serves!! Our fighting men must depend on the 
flow of munitions, material and food from home. Paper 
protects these vital supplies. Paper is also needed to convey 
orders and messages and keep records. 


Another very important war function of paper és in keeping enthu- 
siasm at a high pitch and thus helping speed-up the important work 
on the “Home Front”... a job admirably done by America’s great 
magazines, trade, technical and business publications. Coated paper 
makes possible the striking reproductions of photographs which 
make such magazines so dramatic and convincing. 

Manufactured faster and in a more economical manner the produc- 
tion of Consolidated Coated Papers requires a minimum use of man- 
power and machine-hours and less critical materials. Furthermore, high 
relative opacity and bulk make the use of lighter weights practical. 

So Consolidated’s peacetime develop- 
ment, which substantially reduced the cost 
of coated paper, serves the war by saving 
paper... 


and by conserving man-power. 


, 


~ 


by saving critical materials... 


UCTION 
pROD me. L055 
\ODERN Gloss 


Coated 


50L! | PRODUCTION 
& PAPER COMPANY pARKELAND 


Main Offices: Wisconsin Rapids, Wis. \, 
Sales Offices: 135 So. La Salle $t., Chicago 3 


FAMOUS BRANDs | 
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Surplus Property 
Bill Nears Final 
Form in Congress 


Agree to Protect 
Markets and 
Legitimate Dealers 


Washington, 
went into the home stretch on sur- 
plus property legislation this week 
with complete agreement on the 


Aug. 23.—Congress | 


basic principle that surpluses must | 


be sold in such a way as to pro- 
tect the market, 
fair opportunity for 
dealers to offer bids. 
A bill already passed by 
House provides for wide discretion 
in the hands of Surplus Property 
Administrator William L. Clayton, 
while the Senate held out for a 
board of eight members repre- 
senting “various geographic areas 
and economic interests of the na- 
tion” to control the operation. 
Whatever legislation finally 
clears Congress, 
be completed within a few days, it 


legitimate 


and to provide | 


of wood screws, was halted when 
Senator Harley Gilgore of West 
Virginia protested that the lots 
ffered were beyond the needs of 
iny legitimate hardware dealers. 

The second, involving large 
quantities of duckcloth, was 
stopped by the full committee as 
a result of its questioning of 
Ernest L. Olrich, Treasury Pro- 
curement sales chief. 
committee protested that duck was 
among the more critical items 


apparently sought by the War De- | 


partment, Mr. Olrich ordered sales 
offers withdrawn. 
Much of the debate in the Sen- 


When the | 


advertising of all properties and | drawing an admission that. agents 


articles sold by 
Action of the maritime committee 
in selling a shipyard at San Ja- 
cinto, Tex., to E. I. duPont de 
Nemours by negotiation without 
admitting other bidders drew 


sharp questioning from the com-| 


mittee. 

“If you had published the pro- 
posed bid a bit, don’t you believe 
the price might have been bid 
up?’ Senator Homer Ferguson of 
Michigan asked. 

The committee also had Admin- 
istrator Clayton on the stand, 


the government. | 


attempting to “get stuff 
cheap.” Despite these agents, Mr. 
Clayton said, it is necessary to 
move surpluses fast to 


were 


| markets. 


| 
| 
} 
| 


| that 


He saw little problem in dispos- | 


ing of consumer goods, asserting 
“there is a great hole in the 
world market for these items,” but 
he was concerned about machine 
tools and capital equipment. One 
method of handling these items, he 


|indicated, might be for the gov- 


ernment to sell them through reg- 
ular dealers. With the Surplus 


protect | 


Advertising Age, August 2: 


Property Administration r¢ 
|control over pricing and 
| sales policies, Mr. Clayton s 
War Department and _ th: 
were forming committees « 
ness men in various comn 
to advise on disposals, a: 
_these problems would by 
mitted for their considerati 


Stromberg Names Ré: 


Hunt Stromberg Produ 
| Hollywood, has appointed 
| rauff & Ryan, Chicago, to 
its advertising. 


ate today centered on a provision | 


of the Murray-Stewart-Taft sur- 
plus bill which would permit four 
members 
all business sessions of the Sur- 
plus Property Board. The provi- 
sion has been advanced as a means 


of insuring continuing Congres- 
sional review of surplus property 
| sales, 


the | 


| board, 


and action should | 


was clear this week that indi- | 
vidual members and major com-| 
mittees will exert a continuing 


supervision of the activities of the 
disposal agencies. 


Two Sales Halted 


Exhaustive hearings were con- 
tinued throughout the week by 
the national defense investigating 
committee, formerly the Truman 
committee, at which representa- 
tives of all owners and sales agen- 
cies were closely questioned. 

The role Congressmen can play 
in the disposal picture was amply 
demonstrated when it was re- 
vealed that committee members 
had already stopped two proposed 
sales. The first, involving 500 tons 


|ords 


Asks Public Inspection 


Whatever the fate of the pro- 
posal for Congress to sit on the 
full information about sur- 
plus property sales would be pro- 
vided under the Senate bill as the 
result of a requirement that rec- 
of all 
posals be maintained in each dis- 
posal office, and such records 


always be open to public inspec- | 


tion. 

Further implementing whatever 
legislative action Congress may 
take is the plan of the national 
defense investigating committee, 
announced by Senator Carl Hatch, 
to require that all sales be re- 
ported to the committee so that 
they will be available to the press. 
Asserting that this action will be 


helpful to the administrators of 
the law because it will relieve 
ithem of responsibilities, Senator 


Hatch commented that ‘‘where the 
white light of publicity shines 
there can be no room for skul- 
duggery.”’ 

At the committee hearing today, 
members’ indicated that they 


| would insist on full publicity and 


inventories and dis- 


7... B. C.I 


50.000 


«0 000 


* Audit Bureau of Circulations 


The amazing record of The South Bend Tribune—a gain 


in cireulation each month for eleven consecutive years 


18 


supported by the reports of the A.B.C. 


The most recent figures, however, which show a circulation 


in excess of 82,000, are from The Tribune’s own books. 


The 


Tribune situation is more unusual when one considers that 


every effort has been made to hold down circulation. 


The record of the Tribune began in August, 1933, when the 


circulation was 31.000 


each month since has shown an in- 


crease over the corresponding month of the preceding vear. 


An average of 386 new subscribers has been added every 


month for 132 months. 


People in Northern Indiana and Southern Michigan like The 


Tribune 


they depend on its news coverage. 


The Tribune s 


circulation, more than 82.000. is the largest between Indiana- 


polis and Grand Rapids. The Tribune is 


a great post-war buy. 


“Newspapers 


Get Immediate 
STORY, BROOKS & FINLEY, INC. National Representatives 
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of Congress to sit in on) 
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Roc Leaves Crosley, 
Truesdell Appointed 


Roe, manager of distribu- 
sley Corporation, Cincin- 
resigned to become vice- 
t and general manager of 
; Ceazen Company, 
nge Crosley distributor. 
Truesdell, assistant com- 
manager of Crosley, will 
»sley’s distribution as sales 

of the manufacturing 


I 


Dr. Grabow Pipes 
Pushed in Record 
Magazine Drive 


| Chicago, Aug. 23.—Reminding 


Los both servicemen and civilians that | 
| the postwar demand for Dr. Gra- | 


| bow Pre-Smoked pipes is expected 
to be greater than ever, M. Link- 
man & Co. is now conducting the 
largest and most ambitious maga- 
zine advertising campaign in its 
| history. 


The drive, prepared and placed 
| by Simons-Michelson Company, 
| Detroit agency, is designed to 
|reach 136,000,000 readers—even 
though a large percentage of the 
pipes with the exclusive pre- 
| smoked feature now go to service- 
|men overseas. 

The company is using full-page 
| advertisements in The American 
| Weekly, Field & Stream, Hunting 
| & Fishing, Outdoor Life, The Sat- 
|urday Evening Post, Sports Afield 
|and Time; two full pages in Life, 
| two full pages in Esquire, includ- 


ing a four-color page; three full 
pages in Liberty; and two full 


pages in Newsweek. The maga- 
zine schedule is in addition to a 
coast - to-coast newspaper cam- 
paign in leading cities. 

All magazine ads continue the 
theme adopted this spring of using 
original cartoons that dramatize 
Linkman’s exclusive pipe smoking 
machine, revealing how the proc- 
ess produces pipes which need “No 
breaking in—No bite—No bitter 
taste—Sweet from the very first 
puff.” Body copy tells that the 


“Were Keeping personal 
appearances up” 


~thawks 7 Geltoe Hones ~ Yrrderd “I read the arti- 


cle on pressing and ironing in this month’s Better 


Homes & Gardens and, thanks to it, I’m able to keep up 


the personal appearance of my family, despite the trouble 


laundries and cleaning establishments are having.” 


“I don’t know any magazine that’s so indispensable! 


I’ve come to rely on it for guidance in every branch of 


living, from meal planning and household management 


to holding my children in line 


1»? 


Yes, Better Homes & Gardens is an indispensable 


publication today ...and it will be more so tomorrow. 


Families who have relied on Better Homes & Gardens 


to help them maintain their living standards during 


wartime, will depend on it to guide them in richer 


family living during peacetime. 


Better Homes & Gardens 


America’s Family-Service Home Magazine 


Meredith Publishing Company, Des Moines 3,lowa 


IN MAGAZINES—Cartoons dramatiz- 
ing the Linkman pipe-smoking ma- 
chine feature the most extensive maga- 
zine campaign in history for Dr. Gra- 
bow Pre-Smoked pipes. Simons-Michel- 
son Co., Detroit, handles the account. 


| 
| pipes are “pre-smoked with Edge- 
worth tobacco.” 

Linkman’s 84-line newspaper 
ads for Dr. Grabow pipes utilize 
a tie-up with nationally known 
newspaper cartoonists, and mats 
of the series are offered retailers 
on request. 

In a separate campaign in 16 
national magazines, the company 
is telling consumers that Holly- 
court—“The miracle pipe—It stays 
dry”—is out for the war but will 
be back again. 

To describe the current efforts, 
the company has prepared a spe- 
cial 16-page souvenir edition of its 
house organ, “Pipe Time,” for the 
trade, reproducing both the Dr. 
Grabow and Hollycourt ads. 


Opens Service Bureau 

Pacific Mills Worsted Division, 
New York, has established a retail 
service bureau at 200 Fifth Ave. 
to offer merchandising and promo- 
tional services to men’s wear re- 
tailers. The bureau will be headed 
by Gardner Prechtel, director of 
retail and public relations for the 
division. 


e+e eee eeeeeeeeeeene » 


POCKETS 


NY newspaper in 

Boston will 
give you access to 
the people, but ac 
cess to the pocket 
books of the people 
has for fifteen years 
been the special 
province of The 


Herald - Traveler 


That is not our own 


but the almost una 
nimous judgment of 
the advertisers of 


America 


Always First in Boston 
Often First in America 
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30 
Stewart Leaves KCMO 


Jack Stewart has resigned as 
general manager of Station KCMO, 
Kansas City. His future plans are 
unannounced. 


“Speed the Invasion ... Keep on 
the Job! Buy War Bonds.” 

These were conceived, de- 
veloped, and executed by Sunset 
Outdoor Advertising Company and 
its staff, through Roy S. Marshall, 
| manager and a member of the ex- 
Seattle, Wash., Aug. 23.—A sig- | ecutive : committee of the club's 

al achievement in “Speed the | “7! activities committee. 
_ # ; | The paper and creation of the 
Victory cooperation by the out-/pbulletin were donated by Sunset. 
door advertising industry was re-| Art C. Tilden designed the board. 
ported this week by the war ac-| Everything in the plant was side- 
tivities committee of the Adver-|tracked that day to speed the 
tising and Sales Club of Seattle,| work, and advertisers were con- 
along with a recommendation that | tacted to release enough boards 
other localities adapt the plan to | carry the vital =eaenge while 
future victories as the war |excitement over D-Day wes run 

The bulletins carried 

< | gresses. 


PrO- | ning high. 
“° | Within 36 hours after the news |ture—being an out-and-out plea 
| break of D-Day, 50 outdoor bul-j|in behalf of our nation’s invasion 
|letins carried a brilliant red and | fighters. 
|white 24-sheet poster on every| At the same time, Sunset was 
beam artery in Seattle, urging,|running, in cooperation with the 


D-Day Posters 
Set Record in 
Seattle Drive 


kersiHelpe 


the first 6 months of 1944, 
28 NEW advertisers used 
BAKERS' HELPER—I4 of 
them placed by agencies. 
Let us tell you why. 


= 


no advertising message or signa- | 


“Keep on the Job” 
six painted bulletins. 


| committee’s 
| promotion, 


This promotion set the stage for | 


lthe 5th War Loan, and was 
| planned with the active endorse- 
ment of industry and government 
leaders interested in solving the 
manpower shortage problems of the 
| Pacific Northwest area. Also, 30 
|other “Keep on the Job” posters, 
slanted toward conserving man- 
power for warpower by avoiding 
accidents, in addition 30 5th War 
'Loan posters, were being shown. 
The bulletins created for the 
“Keep on the Job” drive, depicted 
Uncle Sam with sleeves rolled up, 
on the job, with a $100 war bond 
|in his clenched fist. He was shown 
with a silhouette background of 
“soldiers of production”; and an- 
other silhouette background of our 
| fighters. These designs were used 
|as the motif for the 5th War Loan 
promotion in Seattle, being carried 


“AS LONG as our government is administered 
for the good of the people, and is regulated 
by their will; as long as it secures to us the 
rights of persons and of property, liberty 
of conscience and of the press, it will be 


worth defending.” 


ANDREW JACKSON 


HEAR 


FREE SPEECH 
“MIKE” 


‘VICTORY FOB” 


CBS COAST TO COAST 


Saturdays 3:00 PM E.W.T. 


RADIO STATIONS 


WJR « WGAR 


SSkeevVEet aan 


DETROIT ANGELES 
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,out in newspaper advertis yo .,, 
‘on posters used widely du: inc .." 
drive. alee 

“Our war activities « 
‘composed of leading m« me 
|and leading users of adver: <jp, 
|Seattle, was especially en 
lover this record achievem 
|Claire Drew Forbes, ad 
-and promotion director of Rhode. 
department store, and ner 
chairman of the committ: wp 
‘our knowledge, this is the gq 
time such whole-hearted aij gen. 
erous cooperation by any outdo 
;plant was given within th 
of time.” 

The committee, with a long jig 
|of war effort promotion: m™ 
| credit, was awarded first place fo 
war activities cooperation at the 
|recent Pacific Advertising A-socjg. 
| tion conference in Fresno. 
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Chicago Stores 
Adopt V-Day 


Plan of Action 
Chicago, Aug. 22.—Believing 


several ounces of prevention— 
cluding wooden barricades outside 
display windows—State street de. 
partment stores and smaller estab. 
lishments are ready for V-Da 
with a special plan of action 

A spot check of stores by the 
State Street Council revealed that 
the majority will use the pla 
adopted by the Chicago Retail Mer. 
/chants Association. If the V-Da, 
announcement comes during stor 
hours, the store will close, as soor 
as possible, to open as usual next 
day. If announced after 6 p. n 
on a night stores are open, store: 
| will close and remain closed the 
|day following. If the following 
|day is Sunday, they will open 
| usual on Monday. 
| If announced at night when 
stores are closed, they will remai 
|closed the next day. If it is an- 
nounced on Saturday night, or be- 
fore 6 p. m. on Sunday, they will 
open on Monday as usual. If an- 
| nounced after 6 p. m. Sunday they 
| will remain closed on Monday, and 
|if it is announced in the morning 
before the stores open, they wil 
remain closed for that day. 

Proposed methods of property 
_protection are: (1) Use of wooder 
barricades outside windows; (2 
Use of American flags inside win- 
Cows to act as a restraining in- 
fluence on unruly crowds; (3 
Posting of employe guard 
strategic points. 

Additional police are to be as- 
signed to State street because 
the expected crowds. 


s . 

Liberty’ Buys Bldg. 
Liberty Magazines, Inc., Né 
York, has purchased the building 
at 37-39 W. 57th St. to house ed- 
torial and advertising offices 0! 
Liberty, Silver Screen, Screenland 

and Movie Show. The org 
tion will move into the new quar- 
ters, to be known as Liberty Mag- 
,azine building, after Jan. | 
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Food Industry and 
(PA Ready Ceiling 
Price Campaign 


Washington, Aug. 23.—OPA and 
od industry have completed 
for a joint educational cam- 
yaign calling for active industry 
operation in providing ceiling 
orice information for consumers 
igh their grocery stores. The 
campaign will involve a well or- 
ed effort on the part of trade 
ps and food processors to con- 
e both the grocer and the cus- 
r that they have a stake in 
pt control, and to encourage 
fral discussion of food price 
ceilings. 

Basie arrangements for’ the 
ve were worked out by OPA 

the National Association of 
il Grocers, the National Asso- 


thr: 


gan 
yall 


I 


gro 
vint 
ton 


) 


dri 
wit 
Ret 
clat 
pendent Grocers’ 


Alliance, Na- 


mn of Food Chains, the Inde- | 


tional Stores and Magruder’s, Inc. | 


In operation, it is expected to re- 


place the current practice of dis- | 
tributing 10,000,000 food price lists | 


to consumers. 

The campaign calls for promi- 
nent posting of price ceiling lists 
in stores; a trade-sponsored plan 
of local advertising and store dis- 


plays urging housewives to dis- | 


cuss ceiling prices openly 


ng of store prices. 
Seeks Mutual Confidence 


The campaign calls for strength- 
ening of mutual confidence be- 
tween grocer and customer by 
stressing that both have a stake 
n price control, and that they 
nust work together to fight 
igainst wartime inflation and post- 
war economic chaos. 

Trade associations will maintain 


with | 
merchants; and active OPA check- | 


1 flow of educational material to | 


retailers through the grocery trade 
press. In addition they will spon- 
sor trade meetings and maintain 
ontact with dealers through the 
sales staffs of national food manu- 


facturers and wholesalers. 
A program of store displays 
overing at least 250,000 retail 


utlets in the United States, and 
nvolving the use of banners, 
osters, and other educational ma- 
terial, is planned by individual 
food companies. All material will 
e designed to encourage frank 
liscussion of ceiling prices. 
Decision to substitute a 
promotion to “glamorize price 
eiling lists” was based on com- 
laints of grocers with the old sys- 
tem of distributing price lists to 
mnsumers, OPA said. Under the 
previous method, wide distribution 
f lists bearing price scales for 
four sizes of stores constituted 
omparative advertising of chain 
nd independent prices by the 
government, store owners com- 
la ned, 

During a test period of several 
months, OPA will continue to dis- 
tribute 1,500,000 copies of the price 


JACKSON— 
CENTER OF 
BUSINESS 


Mississippi's cash income from 
rm crops amounted to $270,677,- 
0 in 1943. Livestock and livestock 
oducts added $76,421,000 to the 
sh money farmers made during 
» year. Yes, there is more cash 
Mississippi today than ever be- 
e, and Jackson, the Capitol 
ty, is the center of all agricul- 
al and industrial business. WSLI 


ers effective coverage of this 
enter market of Mississippi''— 
less cost 


LUE NETWORK 


ED & COMPANY 
VONAL REPRESENTATIVES 


trade : 


lists, and will intensify 
of grocery price control. 
In addition to private industry’s 


policing 


efforts, the government will pro-| 


vide heavy radio support, includ- 
ing a large part of the 135 hours 
of radio broadcasts each week by 
OPA representatives. <A series of 
full-page magazine advertisements 
and newspaper ads will be pre- 
pared by the War Advertising 
Council for release this fall. A 
showing of 50,000 car cards in 
October, and another in December, 
as well as an extensive showing 
of 24-sheet posters between Oct. 
15 and 25, will support the drive. 


Sapetrl 
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‘Manz Heads Bureau's Smith to Hollingbery pin pen’ Pye niet Song 
. . srease 41a cire ation. 1 ez 
Advisory Committee Louis A. Smith, formerly man-| the cullen el re asi Pacino Sate 
Henry W. Manz, advertising ager of Station KOWH, Omaha, agencies will receive a 15% com- 
/'manager of the Cincinnati Post, and for the past year in charge! mission. 
|has been named chairman of the | 0f the Plough account for Lake- 
| advisory committee, Bureau of Spiro-Shurman, Memphis, has 


been appointed director of FM and 
television of the George P. Hol- 
lingbery Company, radio repre- 
sentative, Chicago. 


| Advertising, ANPA, succeeding 
| William Wallace, advertising man- 
ager of the Toronto Star, who re- 
mains a member of the committee. 
Others are: Robert K. Drew, ad- 
vertising manager of the Mil-| 
waukee Journal, vice - chairman, 
and Vernon Brooks, advertising 
director of the New York World- 
Telegram. 


LTIGRAPHING—FIL 
ELIE SSING — MIMEOGR 
ETTER SHOP, 


Wab 


‘Construction News’ Up 
Western Construction News, San 

|Francisco, has increased advertis- 

|ing rates, effective with the Oc- 


yorn St., Chicago. 


be So is 


- 


Grand River Dam, Northeastern Oklahoma 


THE RIGHT SIDE FOR YOUR ADVERTISING!: 


And a BIG one, too, is the Grand River Dam pictured above. Of course 
we could tell you about other projects ‘‘to be” constructed, but, here is 
one already in operation on the rich right side of Oklahoma protecting 
thousands of fertile acres from annual floods, making an abundance 
of low-cost electrical power for industry, and providing one of the 


largest man-made flakes for sportsmen anywhere in the world. 


So, too, Tulsa’s dominant newspapers offer multiple advantages to the 
advertiser . . . 43% coverage of all families on the right side of Okla- 
homa . . . Morning Evening, and Sunday circulation at .. . ONE LOW 
COST . . . and a market with one of the largest per capita spendable 


incomes in America! 


TULSA WORLD 


OtilL CAPITAL NEWSPAPERS 


TULSA TRIBUNE 


REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 
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Resumes Advertising 
Taylorcraft Aviation 


vertising of its light 
Cleveland. John 
account executive. 


pany, 
is the 


Corpora- 
tion, Alliance, O., has resumed ad- 
airplanes 
through Griswold-Eshleman Com- 
Cc. Dunn 


Have You Heard 


about the swell job 


PLASTICS WORLD 


is doing for advertisers ? 


POST WAR (7 Will BE A 


PLASTICS WORLD 


CLEWORTH PUBLISHING CO, - 551 FIFTH AVE., 
NEW YORK 17, N.Y. 


cuncaco 6+ 6=6(CLEVELAHO Los ANGELES 


+ SAM FRANCISCO 


| its 


eee 


g for a Peacetime World - 


of imagination,” Mr. 


‘ing picture theater 


Multiple-Enterprise Theater 
Seen for Postwar Era 


The theater of tomorrow 
more than double in brass, it will 
be a “gold-fish bowl” for manu- 
facturers, if the postwar 
originated by J. Harry Toler, man- 
aging editor of Modern Theatre, 
mechanical maintenance section of 
Bowxoffice, is carried out. He sees 
it as a site for expositions, trade 
shows 
tions. 

The — proposal 


of a multiple-| 


market. 
possible 


the general 
campaign 


tions, 


trade 


for the 


better results 


Toler 
“to realize the cumulative adver- 
tising value of a well-made mov- | 
installation. 
43 'Not only can the commodity be 

successfully demonstrated in prac- 
itical use, but the project can be 


Says, 


continually pointed to with pride 


It provides the shortest} and heralded throughout 
route to massed|munity as a 

|public interest—the material aim | t 
will | of the mass-minded advertiser and 
objective of every 


attraction. Theater 


“Eighty-five million 


Despite the millions of dollars} persons from all walks 
being expended, and profitably in 
most cases, for centralized exhibi- 
would be 
obtained less expensively through 
and merchandise exhibi-|the use of actual moving picture 
theater installations, locally. 

He asserts that in 1933 and 1934 


enterprise. theater project is de-|a total of 39,052,236 persons saw | vantages and use values 


scribed in a brochure, “Selling to | Chicago’s 


and Through the 
which he declares, 


Movies,” in 
“The modern 
a division of industry that derives 
earnings solely 
exhibition, has much to commend 


tising executives as a threshold | 


Century of 


“It requires no serious stretch 


Progress, | are demonstrable to the 
which was “generally conceded to | our 
: have turned back the tide of de- 
cinema, representing in its entirety | pression for the building material | 


much - frequented 


‘come and 
management 
‘itself can be made a strong ally 
: ‘to sales presentation throughout 
. creation Oof| every territory. 
project | broader marketing possibilities.” 


lattend the movies weekly. 
| vast audience, in which the ‘Aver- 
'age American’ is always in attend- 
ance, provides an unusually effec- 
tive advertising and sales promo- 
|tional angle for manufacturers of 
|materials and equipment, the ad- 


|moving picture theaters.’ 
That many products will lend 
and durable goods industries,” but| themselves to 
from public! that the weekly audience at Amer- 


exhibition 
denced in suggested plans for the 
ica’s theaters reaches a total of | physical improvement of the post- 
|it to the consideration of adver- | some 85,000,000 weekly. 


the com- 
see it’ 


people — 
of life— 
This 


of which 
public in 
modern 


’ 


is evi- 


war theater. As an example, M. J. 


DeAngelis, New York 


theater 


its network programming, it can be a 
complete success only if it is united with 
its listeners in a common bond of local 
community interests. 

Without exception, the nation’s great sta- 
tions can attribute their greatness to the 
esteem with which they are regarded in 
their own community. 

Leadership in purposeful local program- 
ming plus its NBC affiliation accounts 
for KFI’s dominant position in the Los 
Angeles Market. 


$0,000 WATTS ~ 


EDWARD 


count 


When “HOME CREDITS” run high a 
station attracts both listeners and adver- 
tisers. For, radio, after all, is a local 
medium—a part of the local community 
throughout which its signal is heard. 
And in spite of the great attraction of 


CLEAR CHANNEL + 640 KILOCYCLES 


PETRY AND 


arte ©. Grainy, Ine. 


COMPANY, INC., 


NATIONAL 


PUBLIC SERVICE... 


AN OBLIGATION 
A PRIVILEGE 
AN OPPORTUNITY 


EER HARY 


Presentation 


REPRESENTATIVES 


Advertising Age, August 2) j 94, 
|architect, presented a “desi 
_profit” of a multiple-enter; 
which a movie house is the 
i\for a community attraction 
includes a skating rink, ba 
| bowling alleys and soda fi 
|The theater auditorium it: 
|'most postwar plans, is de: »¢, 
for movie - radio - television 4 
ences, while playrooms fo) 
|dren and restaurants, as y\ 
retail stores, might be featu: 
incorporation. 


oe 1K * 
An American export ket 
place for foreign shoppers ; rn. 


posed by “Ceramic Industry.’ 
a warning that jobs must be 


it asserts that steady jobs 
result for 5,000,000 if foreign ‘rad, 
would take 
our production. 

Declaring postwar shoppers | 
'eling by air from formerly d 
| places could “take a week’s absenc, 
| from their business to fly and by 
in America,” 


ling conditions they are stymied 
| for the products they want to by 
|are separated by great America 
| distances.” 


| The suggestion is made, there- 
fore, that this country display its 


| pares in an accessible showroon 
ocated in New York, New Orlea 
rr elsewhere, but 


ign purchasers.” 
%k * * 
Oneida, Ltd., Oneida, N. Y.., | 
nailed to jeweler custome 
hroughout the country a_ booklet 


mn “Postwar Planning for the Re- 


ail Jeweler.” Intended to ai 
both large and small stores, t 
booklet, in six chapters, present 


‘heck lists covering the store itsel! 
sales people, products, displays 
and advertising, selling method 
store records, etc. 


The postwar department stor 


will offer a “package kitchen,” i! 
plans of the Edison General Elec- 
tric Appliance Company are real- 


ized. 
As outlined by Harry Warrer 
Hotpoint advertising manage 
plans call for complete kitche: 
in large department, 
nishing, hardware and appliance 
stores where a_ prospective 
tomer would invite her family 
a trial dinner, supervised by 
demonstrator familiar with t 
electric household equipment. 
Following a series of meeting 
with distributors, utility heads an 
company district managers ove 
the country, Mr. Warren said tha’ 
merchandising authorities of lead- 
ing stores show marked interest i! 
the innovation. 
| Cost computations for roo! 
units, Mr. Warren declared, 
be based upon 10% of constructi 
cost for new homes. A slight! 
|lower per cent of total valu 
|}average property is compute 
| where remodeling is planned. Th 
j}rule for price is “an all-elect! 
| kitchen in a home costing $7.50 
| and up will include electric refrig- 
}erator, range, cabinet sink t 
| garbage disposall, built-in cabine 
| dishwasher, and sufficient 


| No.1. 


in Alabama 


First in coverage by : 
comparisons; first i. 
morning audience a 
cording to Hooper an 
first in salable time 2 
day...WSGN—Birmin: - 
ham on 610 kilocycles 

Alabama’s Best BUY fa 


The News-Age Herald Station 
Ca 


Headley-Reed 


after the war for 55,000,000 ; ple. 


a reasonable 10) 5; 


the “Ceramic Indus. 
|try”’ article says that “under evist- 


/ “centrally lo- 
‘ated to make buy.ng easy for for- 


home fur- 


Cus- 
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rtising Age, August 28, 1944 
why your gasoline dealer's 
Ethyl pump may be dry 


a 
soe hecoma necessary to limit the muppiy 


(sane 
wane guasine to cbviliana—in epite of woAY 


sect that the production of Ethyl flurd } 


xin, and why it us, in fact, good news 


on 
| 
eae — 


ry 
Wie you drive up to an Bthy! pump these days the desler may tell 
ny be has no Bthyl, or that he can let you have only « little 

‘The reason for this abortage le the sumple fact that “More and more 
Kuby! going overseas.” 

Paiure of the Luftwaffe to prevent the Allies from bombing prac 
ay at will, means our airmen can make more taids, and so uae more 
«octane gasoline 

Vallure of the Jape to stop our Pacific offensives means America ha 
oe tame from which to strike, bese thet must be supplied with 
poune 

Padure of the Wehrmacht to stand off invasion means that Allied 
ground forome can send thes tanks, trucks, jorps and other motoried 
epuipapent plunging ahead —and this, too, calls for more gasoline 


This ie good news! But it means that military demands for high 
ctane gasoline —practically every drop of which contains Ethy! thusd 
ave poached ap all time high. It means that there w lee Bthy! fad 
evalable for civilian use 


oo doubt thet thie decumon was corre:t 
We fee! sure that as long as the needs of war have first ciaum on Ethy! 
fut you will gladly make the best of whatever gasoline is avedable 


— J a 
<— 
mort AMO MORE ETHYL 18 GOING OVERSEAS acess 


EXPLAINS SHORTAGE—Ethyl Corp. 
placed this copy in newspapers of 216 
markets to explain why Ethyl gas may 
be hard to get. BBDO is the agency. 


i] wall steel cabinets to round 
ut a well-designed kitchen.” 


What the Crosley Corporation is 
joing to solve its postwar employ- 
ment problem is outlined in a spe- 

edition of Crosley’s house 
rgan, “News & Views.” 

With a personnel increase over 


Int'l Harvester 


1939 of 6,500 people, and with an 
additional 1,000 former employes | 
the armed forces, Crosley is 
faced with finding jobs for nearly | 
four times as many workers as it 
ad in 1939. The company esti- 
nates that many present employes 
vill retire or go back to other 
occupations. To determine how 
many of its people want to con- 
tinue with or return to Crosley, 
the company is asking its em- 
ployes and servicemen via ques- 
tionnaires a series of questions 
which will provide the answer; is 
taking a survey of work aptitudes | 
handicapped people, engaging | 
n a personnel placement project | 
help distributors and retailers | 
uild their postwar organizations, 
and planning Crosley’s postwar | 
ine of products. 
Of the latter, besides radios and | 
associated items, Crosley will offer | 
“a complete line of home 
appliances such as washing ma- 
hines, ranges, irons, etc., in addi- 
tion to refrigerators.”’ In addition, 
it plans such new products for 
production as portable room cool- 
ers, home freezing units, FM radio 
eceivers, television sets, and bev- 
erage and milk coolers. 
rhe company points out that it 
will step up its advertising ag- 
gressively as soon as the change 
ver to civilian production war- 


] 
alsO 


rants 


McClung Named V.P. 


Harrison T. McClung, Pacific 


Coast manager of J. Walter 
‘hompson Company, San Fran- 
0, has been elected a _ vice- 


sident of the agency. 


-ELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
lants by the thousands daily — 
ach copy read by many, and 
assed on from shift to shift — 
ach copy working 24 hours daily 
» bring you coverage of today's 
est-spending customers 

90,000 readers daily! 


* * THE * x 
NEW HAVEN, CONN. 


OURNAL- COURIER 


eo |is expected to provide increased|ury. J. L. Camp, 
Seis Up Foreign |efficiency in handling overseas|executive of the 
A U | business both now and after the} Harvester Company 
O 1 |;war. All indications, he added,|has been named director general 
perations nit |point to a “substantial foreign 


Chicago, Aug. 23.—Paving the| business” for all 
| way for what may well be record | postwar lines of products. 
|postwar sales, International Har- | 


vester Company yesterday 


eign operations organization. G. C.|up. He will 


in charge of foreign 
head the new unit. 


sales, will| nated as 


Fowler McCormick, president of 
the company, said the organization 


C. N. King, manager of foreign 
an-|sales, has been named director of 
nounced formation of a new for-| foreign operations in the new set- 
be assisted by an 
Hoyt, who has been vice-president | executive staff of specialists, desig- 
managers 
manufacturing, sales, engineering, 


the company’s 


has 


| advertising. 
|been named 
charge of 
lamp company. 


of foreign 


accounting, supply and inventory, 
merchandising services and treas- 


of Latin American operations. 


Appoints Agency 

Canadian Laco Lamps, Toronto, | 
appointed McConnell, 
man & Co., Toronto, to handle its 
John H. Willard has 
vice-president in 


western sales for the 


formerly an 
International : 
Argentina and before that with 


radio department of 
Rubicam, Toronto. 
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Miss Murphy to Y&R 


Patsy Murphy, former 
mercial writer with CBC, Toronto. 


ly a com- 


Station 


CJOR, Vancouver, has joined the 


Young & 


IMPRINTING 
FOLDING 


East- 


607 S. DEARBORN 8ST, 


John a McElwain « 


\ DIRECT MAIL SERVICE 
Phones Webster 2336-7 


. 
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CHICAGO 


Nt 


--. before the Executives’ 


Not reduced, mind you. Not even “pared 
way down”—eliminated! 


Yes—when an Old New Dealer from way 
back tells the world that corporation taxes 
ought soon to be cut out altogether—that’s 
news! 


Beardsley Rum] (of Rum! Plan fame) has 
made the front pages again with a similar 
proposal—and many Administration leaders 
agree. Right after the war, they say, we must 
cut industry’s tax load to the quick—guick— 
if we really want postwar expansion, postwar 
prosperity, postwar jobs! 

Well, then—what’s holding the thing up? 

If business and government just about 

agree, whom is the argument with? 


A large part of the argument, sir, is with 
—YOU. 


Or perhaps we should say, with most of 
the rest of us. 


For most of the people don’t realize how 
corporation taxes influence our whole econ- 
omy—the jobs we can get, the pay we earn, 
the prices we pay. And until we do under- 
stand, our representatives in Congress prob- 
ably won’t act. 


badd 
Deen, onan 
. eaeeorrrrr 


The people see corporations making big 
profits and say, “So let them pay big taxes. I 
do and they can, too!’” That sounds fair 
enough—but what are those big corporation 
taxes doing to your chances of getting ahead? 


For Here is the Big Question... 


In the face of heavy taxation, does business 
have enough incentive to invest and expand 
—to create new jobs, start new ventures, take 
real risks (for al] new businesses are risks)? 
Today, business earnings are taxed twice. 
First the Federal Government takes up to 
85.5% of the profits through corporation 
taxes; then it takes up to 94% of what is 
left in individual income taxes on the divi- 
dends. In many cases the most a successful 
man can hope to keep for himself out of the 
earnings of a successful venture is about 
$2.00 out of each $100.00 of profit—with 
the government taking the other $98.00. 
Is that enough? Would yeu bet $100.00 at 
even money to win $2.00? You certainly 
wouldn't. 


‘Cut down on corporation taxes 
after the war? [d cut em out!” 


= LEON HENDERSON 


Club of Chicago 


If you figure that way on your own money, 
you can be sure that any man who has to in- 
vest a lot of his own and other people’s 
money will feel and act the same way. And so 
our corporation taxes create a real danger 
that after the war business will just play safe 
with its money, instead of starting the new 
enterprises that will give people good jobs 
and make the country hum with peacetime 
activity. 


Your future may well depend on how this 


tax question is handled. But are you thinkjng 
about it?. . . pointing out to j 
every day that if we really believe in the pri- 
vate-enterprise system we've got to keep it 
rolling? 


ople you see 


Po 


And have you thought about questions like these: 


What percentage of our national income do 
you want used to buy government services 
that must be paid for by taxes? 

Do you want the government to collect 
extra taxes to try to keep the economy on 
an even keel—to prevent unhealthy booms 
and resultant depressions? Are you in favor 
of taxes made especially low in certain in- 
dustries or types of enterprise for whose 
products or services the nation has a special 
need? 


On the other hand, the man in the street asks: 


‘*To maintain world leadership and help 
keep the peace, our postwar budget has to 
be large—and if the present taxes on busi- 
ness are lightened, whose taxes are to be 
made heavier? 

**Once corporation taxes are reduced, how 
do I know business won’t use too much of 
its bigger profits to consolidate instead of 
to expand?”’ 

Are you using your Mindpower to answer 


these questions? Are you informed enough to 
think straight about them? 


For example, do you know what is suggested 
in the widely discussed new Rum! Tax Re- 
form Plan? (You can find out by sending 25 
cents to the National Planning Association, 


184 East 64th Street, New York City, for a 


copy of ‘Fiscal and Monetary Policy,’’ by 


Beardsley Rum] and H. Christian Sonne.) 
Have you read **Fair Taxes Can Aid Tomor- 


row’s Job Makers,”’ by Eric Johnston, in 


The Nation's Busines« for April 1944? 
“Inflation and lax Policies,’ by Roswell 


Magill, Academy of Political Science Proceed- 
ings, January, 1944?—**Possibilities of Post- 
war Inflation and Sugested Tax Action,’’ by 
M. S. Eccles, Federa/ Reserve Bulletin, 
March, 1944? 
How about seeing your book dealer, and 
getting a copy of that classic on economics, 
‘Progress and Poverty,’’ by Henry Gecrge 
(95¢, Modern Library, Inc.)?—or ‘*Produc- 
tion, Jobs and Taxes,’’ by Harold M. Groves 
($1.25, McGraw-Hill Publishing Co., Inc.)? 
And remember—TIME will keep you up to 
date on all the new developments in this im- 
portant (personally important) postwar debate. 


TIME believes America’s greatest 
need, now and in the coming years, is for 
the sovereign people to make up their minds 
and speak them out. 


To do so, citizens must keep themselves 
informed. So, in advertisements like this, 
TIME is seeking to encourage wide thinking 
and reading not only of the newspapers and 
TIME, but also of books and periodicals 
that argue the cases and advance the causes 
that are in the news. 


For TIME’s own future is unalterably 
linked to a U.S. citizenry deeply concerned 
about public affairs—to a nation insistent 
upon seeking the truth and learning from 
recorded experience. 


This is the fifth advertisement in a series TIME 
is publishing to get more Americans thinking. For 
22 years that has been the job TIME’s editors 
have been trying to do; now we harness the force 
of advertising to the same objective. This attempt 
to focus the full voltage of America’s mindpower 
on the problem of changing corporation taxes to 
maintain the highest possible postwar level of 
business activity is appearing in more than 50 
newspapers and magazines all across the country. 


uu 


The weekly NEWSMAGAZINE 


9 ROCKEFELLER PLAZA, NEW YORK 2 
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Club Sponsors Course 
The Advertising Club of Indian- 
apolis, in cooperation with Butler 
University, Indianapolis, is pre- 
senting a course in advertising 


Long Defends Its 
Telephone Money 
Shows on Radio 


C. E. Hooper, Mr. Sperry’s letter 
continued, “there has been a bee- 
hive of activity on the part of 
wealthy network interests to cast 
a dark shadow on all ‘telephone 
money’ shows because, as 


Mr. | 


stations, and “Know Your Amer- | 
ica,” partially transcribed series | 
running over 16 stations, both of | 
which it contends have no lottery | 
aspects whatever. Quiz shows are | 
accepted as standard radio enter- | 


practice in the school’s evening | Ae : ‘ 21 — fee . - : 
division. The course consists of Hooper admitted, ‘these shows can,|tainment, Mr. Sperry said, and | 


17 lectures by club members. 


We can clip all, or typical, speci- 
mens of advertise “ts and editorial 
themes. 


Many | 


Chicago, Aug. 22.—Promising to 


take the fight to the U. S. Supreme | 


for sponsors on independent radio 
stations. 
E. J. radio director of 


with a budget of $25 or $30 per 
day, take away the audience from 


The agency, Mr. Sperry said, 
approves the FCC decision to 


| 


| legally-operated telephone money | 


|shows such as Long sells take the 


Court if necessary, W. E. Long|a network show costing several | form of a “city-wide quiz.” People 
FOR POSTWAR PLANNING Company, Chicago agency, this| thousand dollars.’ ” |answering questions correctly are 
week launched a defense of the| : paid for their knowledge and skill. 
telephone money shows it sells} Favors FCC Study The Long agency, which oper- 


ates a scientific service for bakers, 
said it became identified with 
these shows because clients com- 


Advertisi 


The most 100i%hsome Ensign 
at Headauarters 


ng Age, August 28 1944 


~ 


articles on postw- 
organizations are building postwar 
reference files NOW. We have back 
issue files of most business papers. 

Write for Booklet No. 20, “How Busi- 
ness Uses Clippings” that shows how 
manufacturers and their advertising 
agencies use this service. 


BACON’S CLIPPING BUREAU 


make a study of such programs 
the company, has dispatched a let-| preparatory to determining 
ter to members of the Federal| whether they border on lottery or 
Communications Commission say- | games of chance and therefore 
ing that publicity given recent} would violate the federal statutes. 
FCC activities in regard to this | Besides, he added, the company 
type of show has “taken a trend|itself has helped various stations 
toward casting a shadow of bad/eliminate lottery from their pro- 
|radio taste over these shows and} grams and has distributed a com- 
this trend can work considerable | prehensive book on the legal as- 
harm and actual damage to the} pects of telephone money shows. 

interests of over 100 clients of | Long owns two telephone money 
shows, ‘People Know Everything,” 
being broadcast over seven 


Sperry, 
plained that competitors were us- 
ing a similar type of program. 
Exhaustive legal investigation fol- 
lowed until its format was recog- 
nized as “beyond reproach.” 


Martin Walker Named 

Martin Walker, for 18 years 
with the national advertising de- 
partment of the Toronto Daily | 
Star, has joined the Toronto sales 
staff of Canadian Street Car Ad- 
vertising Company. 


susness 4 cao * GENERAL 
PAPERS JR PAPERS MAGAZINES 
ee OCR this company...” 
| Following an article written by | now 


| TOOTHSOME—A Wave plays the lead 
| in this newspaper copy for Pebeco tooth 
powder, a product of Lehn & Fink. 


Small Ads Push 


q. - Pebeco Powder Fxtolling 
‘fea, Ne S 
to $1,000,000 = y' 
NATIONAL AND LOCAL New York, Aug. 22.—Small- espite th 
space, high-frequency newspaper fen spent 
-ads have played a major part in moment co 
Sho —— | lifting sales of Pebeco tooth pow- rength of 
Should Kix t ‘der past the $1,000,000-mark for [ifcomplish 
ThING Toma {* ah |the year ended June 30, H. H He spok 
PRINTING PRODUCTS CORPORATION Proskey, sales manager of Lehn & When the ; 
. ‘ rom | Fink Products Corporation, point the B 
Can Do For Them out in an “Advertising Facts” [Mbecause e 
folder of the Bureau of Advertis- niliar wi 
Equipment and Organization is unusual Operation is Day and Night. ing, American Newspaper Pub- er,” 
Printing Counsel is given on Economical Production and Proper Quality. lishers Association. The Mis: 
Advertising Counsel is given on Methods, Copy and Illustrations. |. The product's progress was slow iid ope 
| but steady, following its debut in are mile 
aaa edhe Pye val " . 41 . efficient and completely the crowded dentifrice field in North ar 
SPECIALISTS IN. THE PRINTING OF —— potas ates 1939, it was explained. Sales fijna, Wyon 
The } 4 made their first marked advance Iowa, K 
(The former a Hall Com- on creation by Lennen & Mitchell. 
CATA L Oo G S » Pp U B Li & AT l Oo N sey pany plant) Pebeco agency, of the trademarked 7. . 
|character “Pebeco Pete,” which lx Join 
and printing requiring the same kind of equipment and organization to produce. e appeared in small newspaper ads With the 
such as Booklets. Price Lists. Flyers. House Organs. Convention Dailies. Proceed- for the first time in 1942. affiliat 
ings of Conventions. Directories. College and Institutional Year Books. Paper : From a dozen papers the sched- z: System 
Covered Books, Larger Quantities of Circulars, ete. New Display Type ule has been expanded to 150 TNM, Tu 
sa . newspapers in 100 cities, with 100 gon 250 
for all printing orders. or 150-line copy running 40 times KICA, 
Poe ee : 7 . y+ ma) a year. In the last year, the bu- Hb 1240 kil 
HERE is a large volume of the kind of printing Printing Pred- , ; ; reau says, 75% of the appropria- k ptheg 
ucts Corporation is best equipped and organized to produce, so Clean Linotype, tiun for this product has been ir bers o! 
if in doubt, it is best to write or phone what is wanted and informa- Monotype and Ludlow type- newspapers. ting Sys 
tion will be promptly given. setting em 's, join 
V § . . V( Ts 
, _ 7 Heads Olin Sales bo a 
Here is complete equipment and organization to handle all or any Col. Walter ¥. & : ycles; 
> : ‘ ‘ 2. os . = ” + Ol. é , : ieg re- kilocv 
part of printing orders in which we specialize —- from ILLUSTRA- All Standard Faces cently P the onllatad Asean sg Aa ee 
TIONS and COPY to MAILING. of type and special faces, if air forces, has been appointed ‘quette, 


general sales manager of the Oli: 
Corporation, East Alton, Ill. Be- 
fore entering the service, he wa: 


Printing Products Corporation has system. No orders get lost or side- desired. 
tracked. Each order is assigned to an experienced executive who watches 


and follows the order from receipt of cuts and copy until delivered. 


iim Ce 


‘ sales manager of Western Cart- ne 
Good Presswork — i. foe art vceton 
Business methods and financial standing are the best. which state- “at nis 8 ong yt Pea N. J., 5 
ment is supported by customers, supply houses. credit agencies, First — ee ee ia sls nacentieios — 
National Bank of Chicago and other banks. Dun & Bradstreet, Inc., , years 
a —r ° ° Guzm 
rates Printing Products Corporation and associates over $1,000,000 highest Facilities for Binding Form Partnership vertis 
standing. Sas tl ee ween - Dennison, Advertis ng ipers 
. . ae as fast as the presses print. hicago, has formed a partne 

PROPER QUALITY) consistin aa used 

y sisting of Craig E. Den: 

because of up-to-date equipment and best workmen. ene ° and E. Dennison. The compa: 
—— oe Mailing and Delivery now known as Craig E. Dent ey t 


Advertising Agency. 


QUICK DELIVERY 


service as fast as copies are 
because of automatic machinery and day and night operation. 


completed. 

RIGHT PRICE e 
because of superior facilities and efficient management, 
4 SAVING is often obtained | 
in shipping or mailing when 


If it’s 
A TEST 


you want... 


A printing connection with a large, reliable printing establishment will 


save much anxiety regarding attentive service, quality and delivery. ise : ; 5 | 
printing is done in Chicago, 


the great central market and 


WE ARE STRONG ON OUR SPECIALTIES 


r ROGERS 1. WHITCOMB 


THE FORMER ROGERS & HALL COMPANY 
H 
PRINTER SPECIALISTS Vice? 


distributing point. 


TAKE 


NEW HAVE 


The Register is rated* the 
7th test market in the U.S 
—2nd in New England. ith 


@ minimum cost you resck 


LUTHE! 


ind 


Managem Adviae Assistant Director of urban and suburban por 
hey} . ’ ’ ‘és sales . 
ee ee irlists ¢ Engravers ¢  Electrotypers tion. 
hestetant 4 ; L.. C, HOPPI "Independent Survey of Providence 8 
and M Felephone Wabash 3380—Local and Long Distance Secretary 
\ > . . Te . . on . . 
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ng Age, August 28, 1944 


Missouri Valley 
{uthority’ Sought 
by Sen. Murray 


washington, Aug. 23.— Senator | 
times ©. Murray called on Con- | 
sce Jast week to create a Mis- | 
> rj Valley Authority to plan de- | 
’ ent of the natural resources | 

tates embracing 17142% of | 

nental United States “in 


wated a great new industrial re- 
~on in the South.” 

F )ffic 
hich has been boomed through 
Ho central states by leading news- 
‘pers, ne declared that it opens 
fe way for “a new type of pio- 
meer ine 


”e de elopment.” 
The valley is a rich farming 


yea now, Senator Murray pointed 
yt, but the people “‘want the val- 
ey’s waters thoroughly husbanded; 
e periodic flood controlled; the 
wvelopment of navigation for 
eap transportation; the river 
~rnessed to provide electrical 
ywer, and industry developed to 
sovide employment opportuni- 


Extolling the possibilities of the 
ea, he said piecemeal develop- 
ent has produced results far 
rt of the needs of the region. 
espite the millions that have 
een spent already, over-all devel- 
oment commensurate with the 
rength of the region has not been 
ymplished, he declared. 


‘Directs K&E Radio 

John W. Swallow, formerly pro- 
gram director of NBC in Holly-| 
wood and acting president of Tele-| New York, since 1943, has been 
| vision Enterprises, Inc., has joined 
| Kenyon & Eckhardt, Hollywood, as} Frederick Stearns & Co., division 


| ton, 
ql manner that TVA had |} 


| for 


lly proposing a project | 


| 


the pioneering of inten- | 


He spoke of the conflicts be- | 
een the plans of Army engineers | 


i the Bureau of Reclamation 


cause each of the agencies is | 


The Missouri Valley Authority 
iid operate within a 530,000 
are mile area covering sections 
North and South Dakota, Mon- 


niliar with only a portion of the | 


na, Wyoming, Colorado, Nebras- | 


Iowa, Kansas and Missouri. 


‘ix Join Mutual 
With the announcement of six 
affiliates, Mutual Broadcast- 
g System now totals 239 outlets. 
LTNM, Tucumcari, N. M., operat- 
gon 250 watts, 1400 kilocycles, 
KICA, Clovis, N. M., 250 watts 
1 1240 kilocycles, joined the net- 
k Aug. 13. The following four 
bers of North Central Broad- 
ting System, all 250-watt sta- 
join the network Sept. 1: 
VC, Valley City, N. D., 1490 
‘ycles; WHDF, Calumet, Mich., 
} kilocycles; WDBC, Escanaba, 
1., 1490 kilocycles, and WDMJ, 
‘quette, Mich., 1340 kilocycles. 


im Center Appoints 
inceton Film Center, Prince- 
N. J., producer and distributor 

umentary and special pur- 
ilms, has appointed Royal 
Guzman, New York, to han- 
vertising. Magazines, busi- 
ipers, direct mail and films 
e used. 


ley to D-F-S 

ard W. Janney, with the 
advertising office of Curtis 
iing Company for the past 
‘s, is resigning in September 
Dancer-Fitzgerald-Sample, 
), aS an account executive 
icter & Gamble. 


TOO BUSY 
TO DIE!! 


©: too busy to love! Lovely Parricta 
s, dazzling beauty of H. W. 
=: new ace mystery thriller, TOO 
O DIE .. . just off the press. 
) order with your book store now. 
ow Mystery. 


operations. 


Harvester Names Kelley 
Russell T. Kelley Ltd., Hamil- 
Ont., 
andle all 
International Harvester Com- | supplementary 
|pany of Canada, Hamilton. 


Named V. P. of Stearns 
Dr. Melville Sahyun, director of 
research for Sterling Drug, Inc., 


named divisional vice-president of 


of Pacific Coast radio | of Sterling. 


KJAN to NBC 


KJAN, Monroe, La., owned by 
KNOE, Inc., and operating un- 
limited time on 250 watts, 1450 
advertising | kilocycles, joins NBC Oct. 1 as a 
station to the 
|southwestern group. 


has been named to 
Canadian 


| fashion 


| maker of 
| perfumes, is using radio for the} 


lover 


will use a 
Mondays 


Miss Darling Appointed = P"'8" 
Dorothy Darling, for six years | 
copywriter for Wm. H. 
Block Company, Indianapolis, has 
been appointed advertising man- 


through 


Abbott 
York, 


Kimball 


Company, 
handles the 


account, 


15-minute 
Fridays 
for 13 weeks, beginning Sept. 25. 


New 
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pro- 


ager for Thalhimer’s department | 
store, Richmond, Va. 
i Hasten the 


Renoir Tests in Radio 
Renoir Parfums Ltd., New York, 
Chi Chi and My Alibi 


Buy More 


time with a test campaign | 
WQXR, New York, and! 
WCEL, Chicago. The WQXR cam- | 


first 


Return of Peace. 


War Bonds Now. 


REPRESENTED 


Figures released by the United States 
Bureau of Internal Revenue for the past 
fiscal year reveal an average individual 
federal income tax of $242.50 for every 
child 


man, woman and in all Southern 


California. 


Individual income tax collections were 
$1 ,069,250,449, a gain of $763,251,377, 
or 249.4 per cent over the previous year 
...an amazingly high increase which may 


well be a new national record. 


Los 


eral raxes 
$242 


re 
e 


These figures re-emphasize the tre- 


mendous proven buying power of Los 
Angeles County, because almost 72 per 
cent of Southern California's entire pop- 
ulation and over 75 per cent of its total 
buying income are concentrated in this 


one county. 


More reason why your present and 
postwar advertising plans should center 
around Los Angeles and its preferred 


daily newspaper... the Herald-Express. 


ANGELES 


LARGEST CIRCULATION OF ANY 


RBPATIOGONALLY B 


DAILY NEWSPAPER IN THE WEST 


PAUL BLOCK AND 
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Win ALL the loose coin jingling in America’ 
pockets, “Park Avenue Charlie” or “Tobacco Roa 
Mortimer,” the “dummies” on the left, might seem 
like mighty likely prospects for your product. 
But, look before you weep ... The only gent who 

can give your merchandising show a real run for 
your advertising money is neither Charlie nor 
Mortimer. He’s the giant who, according to the 
latest available figures, represents your substantial 
middle millions .. . the 51 per cent of our popu- 
lation who spend 60 per cent of this nation’s dough. 
We emphasize his pocket appeal primarily because 
we, here at The American Magazine, serve as the 
blueprint of his design for living. 

“Human! About people and 

places I can understand.”* 
Just as surely as though they sat in our editorial 
offices at 250 Park Avenue, New York, these middle 
millions edit The American Magazine .. . voicing 
their preferences, airing their aspirations in our 
continuing monthly studies of reader reaction and 
in letters to our editor . . . dictating the balance 
we maintain between instructive, constructive 
articles on one hand, and fine fiction by the best 
contemporary authors on the other. 

“The American offers more 

educational opportunities.”’* 
No wonder that advertisers with memories in the 
past, feet in the present and eyes on the future 
regard The American Magazine as their happy 
medium to America’s middle millions. 


*Quotations from our continuing studies 


of reader reaction and letters to our editor. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


Publishers of The American Magazine, Collier's, and Woman's Home Co.npanion 
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Dear Joe ’ 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


De Ve: 
a? u were an advertising man before 
nt to war, you will probably re- 
be an advertising man because it 
5 of those professions that has an 
rresisitible appeal. If you weren’t an 
advertising man, it 
nay well be that this 
on will open to 
w opportunities 
peaceful and 
rous life. 
At any rate, when 
you return, you will 
that advertising 


has been to war, too. . 
Our great factories i 
were converted to \]am 
wartime production 2 . 
: ’ Miller McClintock 


some of them 100%. 
Advertising, too, in 
very large part, has been converted to 
vartime objectives. This is through the 


tremendous utilization of the advertising 


er of the country to get war jobs 
jone to back you up on the fighting front. 
part it has been a modification of 
ivertising practices to adjust them to 


the necessity of wartime limitations. 


One of the things you would most no- 


tice about advertising today is that it 


eems to have a greater consciousness of 


the fact that it is serving the public. It 


vould have been impossible for it to have 
jone its great war job without having 
btained this consciousness. You will 

bably find, therefore, that the adver- 
sing in which you will engage when 
u return is an advertising which thinks 
consciously of the service which it is per- 

ming to the consumer and of the 
mportance and utility of the commodi- 
ties which are being sold, rather than 


exclusively in terms of the numbers or 


nits sold or the net profit realized. This 
es not mean that advertising is going 
ft or becoming wishy-washy in its tech- 
niques. It is probably merely an intelli- 
gent way of doing a good advertising job 
etter. 


You will find also an- unprecedented 
competitive pressure in advertising activ- 
ities in the postwar days. Many great 
business organizations that have for years 
been engaged in war production—making 
nothing for consumers—will be back in 
the competitive marketing field again. 
But they will not be alone. There will 
be a lot of newcomers who will be seek- 
ing patronage with them. It will be 
important, therefore, that advertising be 
sharpened to the finest competitive point 
and this will demand of advertising 
harder, better and clearer thinking. 

All of you fellows in advertising, how- 
ever, will have some advantages. Pre- 
occupation with wartime activities has 
not lessened but rather increased the 
movement toward making advertising 
more scientific and providing advertising 
men with sharpened instruments with 
which to measure the results of their 
work. Measurement of readership inter- 
est, radio listening habits, consumer re- 
action, copy-testing and many others all 
have made progress in the war period. 
While some of the results have not shown 
themselves, the techniques are ready for 
full development under the pressures of 
postwar selling. 

In radio advertising, of which I may 
speak with some special interest, I think 
you will find notable changes. Some are 
reflected in the over-all picture of ad- 
vertising developments indicated above, 
but many others are inherent in the tre- 
mendous reservoir of advertising power 
implied in a continued development of 
AM broadcasting and, more particularly 
in the future, growth of frequency modu- 
lation and television. They are no 
longer developments of some far-off day, 
but it is now generally conceded that 
they will be available for the services of 
the public, of advertisers, of American 
business men and of you, too, Joe, when 
you come back. 

MILLER McCLINTOCK, 


President, Mutual Broadcasting System, 
New York. 


lhe Creative Mans Corner 


A recent suggestion that the Associa- 
on of National Advertisers, the Ameri- 
\ssociation of Advertising Agencies 
the magazine publishers institute a 
of advertisement readership stud- 
milar to the current continuing 
of the Advertising Research Foun- 
brings up the important question 
sponsorship of all such readership 
ys. 
onally, we believe that the meas- 
nt of advertisement reading has 
of great value to creative people. 
nk it would be of still more value 
methods of measurement and re- 
in the case of magazine adver- 
nts were carefully scrutinized and 
uled. But we hope this can be 
lished under somewhat different 
es than those suggested. 
principal quarrel with the Con- 
3 Study, and one that we know is 
by a good many creative people, 
the study’s continuing failure to 
‘e and compare comparable things. 
ne study, for instance, we have the 
ement of advertisement reading in 
le issue of a large metropolitan 
iper. A month later we have the 
ement of advertisement reading in 
e issue of a small-town daily. As 
ilt of the latter, we may be told 
ar-theme advertising hits an all- 


time high for interest. 

And so it does by the Continuing Study 
figures. 

The fact may have been, however, that 
for various reasons One newspaper re- 
ceived a much higher average reading 
throughout. In this case, war advertis- 
ing would have benefited proportionately 
—and no more! 

There are instances in the Continuing 
Study where identical advertisements re- 
ceive readership ratings that vary by 100 
per cent and more. There is also the in- 
stance of a 150-line recipe advertisement 
for one of the packers that was bally- 
hooed by the Foundation as the second 
best producer of readers-per-dollar in 
the whole history of the studies. 

Actually, the advertisement in question, 
which was done in editorial format, ran 
at the top of columns four and five of a 
newspaper page completely surrounded 
by editorial material. It looked like one 
of this paper’s own picture features, and 
it was positioned as such. 

Any real student of advertisement 
reading, like any real student of radio 
listening, immediately picks out the facts 
from the figures and these are then stud- 
ied objectively in the light of known fac- 
tors inherent in the method by which the 
figures have been obtained 

The difficulty is, the Continuing Study 


figures are provided and interpreted not 
only for people who have the necessary 
qualifications to properly use them—but 
also as general promotion pieces for the 
Bureau of Advertising of the American 
Newspaper Publishers Association, which 
shares sponsorship with the ANA and 
the Four A’s. Thus the figures frequently 
are used to sell the extraordinary read- 
ing obtained by some advertisements 
without explanation or analysis, either of 
the advertising itself or of the newspapers 
in which it has been measured. 

No one can blame the newspaper pub- 
lishers for wanting to get back something 
tangible from their participation in the 
study. And no one could blame the mag- 


azine publishers if they, too, made a pro- 
motion out of a similar continuing study 
of magazine reading. 

We just happen to think that all such 
measurements should be made without 
prejudice and presented the same way. 
If the Starch reports on readership are 
not adequate (and we are among those 
who think that Starch methods leave a 
good deal to be desired) then we think 
the matter very properly should be gone 
into by the ANA and the Four A’s. 

But we think the publishers should 
have no part in it—any more than the 
radio stations or the networks help guide 
C. E. Hooper or the CAB. 


/ he Pay ” Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY THE MAIL ORDER MAN 


The chances are that you have at one 
time or another responded to some mail 
order advertisement because the range of 
such ads is large enough to appeal to all 
of us at some time. Many advertising 
men think of mail order advertising as 


Will Your Car 
Outlast the War 


em 


BED 
MANNERS 


i yoer lewrtes 


dy 
raul jurloughs tagether! 


Can x Woman MY Age 


‘ 
MOTEL HOSTENS? 


pare a screncgee baw en 


Beech-Nut Gum 


primarily “symptoms” advertising but the 
fact is that these other miscellaneous ads 
form a major part of mail order copy. 
They are mostly of products with lim- 
ited markets whose prospects must be 
picked out of the general population. 
They usually require a good amount of 
explanation and desire-excitation, so in 


contrast to “symptoms” ads, they are 
generally fairly large in space or time. 
Many of them run constantly to pages 
and frequently to double spreads, 

Correspondence schools and books are 
the best-known examples of this kind of 
advertising but they are only two of the 
many products advertised constantly this 
way. The advertisers of these two groups 
have reduced their advertising almost to 
a scientific basis through careful testing 
and carefully kept records. The two ads 
of Lewis Hotel Training School and of the 
Arden Book Co. are typical. 

Mail order ads also have a recognized 
use by some general advertisers in test- 
ing the saleability of a new product or 
in finding out which of several copy ap- 
peals is most effective. Some test ads, 
either in a limited area or nationally, 
calling for a direct response, can often 
give you an indication of the appeal of 
your new product to the public. And two 
or three different ads run under com- 
parable circumstances will show you 
what copy appeal is strongest and should 
be used in your general campaign. 

Examples of another use of direct re- 
sponse advertising where the ads are not 
designed to sell the advertiser’s products 
are two of the ads illustrated. General 
Motors is apparently trying to get dis- 
tribution of its User’s Guide and also to 
build a list of car Owners (perhaps for 
future follow-up). Beech-Nut gum is 
using typical mail order copy to sell the 
Wac idea and to get distribution of the 
Wac recruiting literature. The only plug 
for Beech-Nut is in the box at the bottom 
of the ad. 
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Promotion Men 
Organize to Help 
Waste Paper Drive 


New York, Aug. 23.—Herbert G. 
Drake, promotion director of Mac- 
fadden Publications, has been 
named general chairman of a 
group of magazine and business 
paper promotion executives to 
provide material for the various 
waste paper salvage campaigns of 
newspapers, magazines and others 
and the paper conservation drive, 
Herbert M. Faust, director of 
WPB’s salvage division, has an- 
nounced. 

Chairmen of subcommittees are 


THIS IS JINX FALKENBERG 
Ppke ‘TTIEST girls in the world 
are yours in EYE*CATCH- 


ERS. Men, women and children, 
too. Practical situations for all 
ads 100 new photo subjects 


monthly to pep up your adver- 
tising and increase its pull 
Saves you hundreds of dollars 
Write now for interesting new 
proofs. No. 10] FREE. No obli- 
gations. 


10 E. 38th St. 
Eye* Catchers, Inc. New York 


Richard Flanagan, Cosmopolitan; 
Donald F. MacClemmy, The Sat- 
urday Evening Post; Arthur P. 
Hirose, McCall’s, and Joseph Alger 
of Life. William C. Pank of 
Crowell-Collier will serve as sec- 
retary to the entire group as well 
as chairman of a subcommittee. 

The committee is affiliated with 
Periodical Publishers National 
Committee. 


FARM PAPERS ISSUE 
PULPWOOD BOOKLET 


Ithaca, N. Y., Aug. 23.—Under 
the title, “This Battle Must Be 
Won in Farm Woodlands: You) 
Advertising Can Help,’ the Farm 
Press Forest Products Committee 
headed by Irving W. Ingalls 
American Agriculturist, has issued 
a booklet to get more advertisers 
to persuade more farmers to cut 
more pulpwood. 

Keynote of the drive is “Wood 
is the greatest shortage of all: 
Start today to cut and haul.” In 


the last 12 months, the booklet 
says, “the farm press—national. 
sectional and local—has carried 


more than 300,000 agate lines of 
editorial matter on farm produc- 
tion of forest products. A large 


mail order house inserted a page 
in its catalog on this subject.” 
Although “many people are work- 
ing on this job. . 
to send wood to war needs the 
help of your advertising” in farm 
markets. 

The committee (P. O. Box 514, 
Ithaca) offers advertisers a wide 
variety of material — including 
facts, figures, photographs, and 
proofs and mats of prepared ads. 


Names MacDonald-Cook 


Dobbins Mfg. Company, Elk- 
hart, Ind., maker of insecticide 
spray equipment, has appointed 
MacDonald-Cook Company, South 
Bend and Chicago, to handle its 
national magazine and trade pub- 
lication advertising. 


Nyland Joins B&B 


Neal Nyland, former advertising 
manager of Nash Motors division, 
Detroit, and previously in charge 
of advertising and public relations 
of the Plymouth division of Chrys- 
ler Corporation, has joined Benton 


| & Bowles, New York, to work on 


he Bituminous Coal Institute ac- 
count. 


. the campaign | 


Another 


CHEMICAL } 


In the Houston area are located 


80% of all chemical pla 


in the nation since Pearl Harbor. 
These, with chemical plants already 
here and those planned for the post- 
will make Houston one 
of the leading chemical industrial 


War era, 


areas of America. 


For instance: E. I. du P 


mours Co. has purchased an 822- 
acre tract on which it is erecting a 


$50,000,000 plant, first 
unit being devoted to 


facture of phenothiazine (chemical 
used for ridding livestock of inter- 
nal parasites). Dow Chemical Com- 
pany has a $150,000,000 establish- 
ment near Houston in which it is 
important basic 
products including magnesium ex- 


producing many 


tracted from the Gulf 
styrene, thiokol, 


The Houston Chronicle . . . 


advertising for 


flexon, 
glycol and other organic chemicals. 
Ninety per cent of the nation’s sup- 
ply of sulphur is produced near 


= 


“Ace in the Hole” 


for Postwar Houston! 


nts erected 


ont de Ne- 
duction. 


production 
the manu- 


Houston, 


of Mexico, 


ethylene- only one 


over 31 consecutive years . . 


INDUSTRIES 


Houston. The Southern Acid and 
Sulphur Company has installed a 
large plant for the production of 
superphosphate fertilizers. Monsan- 
to Chemical Company, already op- 
erating a tremendous styrene plant, 
is also erecting a huge plastics 
plant here and recent developments 
in the plastics field open up a tre- 
miendous scope of peacetime pro- 


with its abundance of 


necessary raw materials, low cost 
natural gas and electric service, 
ample water supply, 
port, 18 rail outlets and many hard- 
surfaced highways reaching every 
section of the Southwest, is a “nat- 
ural” center for chemical manufac- 
turing and distribution. Houston’s 
tremendous chemical industry is 


deep water 


of the many important 


industries which assure the con- 
tinued rapid growth of Houston, 
already the South’s largest market. 


first in this market in both circulation and 
- has kept pace with 


Houston’s growth and will continue to do so. 
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ii 
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tae HOUSTON CHRONICLE 


THE BRANHAM COMPANY 


R. W. McCARTHY 


National Advertising Manager 


National Representatives 


Advertising Age, August 2 


to Gordon Hertslet, v.p. of Anfenger 
Agency, St. Louis, Lt. Richard Lynch, former prod. mgr. of the a; 
tells of an experience in New Guinea: “Actually experienced 


In a letter Adve 


thing down here that reads like an Esquire cartoon. Another 

and I drove over to a native village to see about taking som: 
tures. In my best pidgin I asked a young native gentlema: 
tooned with feathers and flowers, ‘Bimeby we go-o-o jungle 
pictures alla same as this,’ pointing to a snapshot in my 

Smiling broadly, the young man, who turned out to be name 
vester, replied, ‘Surely, if you wish to make some photograph 
sure it can be arranged.’ Gaping foolishly, I finally learne 
this young man had helped an American missionary educa( 
tribe, and had read several well known English classics.” . . , 


Readers of the Aug. 19 Collier’s 
will find a story entitled “Talking 
Him Out of It,’ by William Miller, 
former mag. publicity head in 
NBC’s press dept. Story is based 
on Bill’s experience in N. Africa 
as acivilian attached to the Army’s 
psychological warfare branch. Bill 
signs the article “Moscrip Miller,” 
the “‘Moscrip” having been adopted 
years ago “in self defense,” says 
Bill, after working with four Wil- 
liam Millers. . . 

Dick Roffman, Hillman Periodic- 
als’ p.r. and radio director, is a 
newly-appointed member of the 
program and membership comm. of 
Men’s Assoc. of Congregation Ro- 
deph Sholom. . . Allan H. Kalmus, 
former’ publicity director for 
WQXR, and Jane Carolyn Waring, 
both writers for NBC, New York, 
have announced their engagement. 

. Lt. Curt A. Peterson, radio di- 
rector at Marschalk & Pratt in civil- 
ian life, is now doing p.r. work with 
Bureau of Public Relations radio 
branch in Washington. Curt has 
just come through a year of rigor- 
ous work at a bomber base in 
Alaska... 


FIVE-POUNDER — The 


River in the Rangeley region of 


Kenne 


Maine provided this 
A. C. Ebbeson, ad manager of 


Maj. Wm. Elmer Seaman will take up duties again as wes 
for Chain Store Age after two years’ service overseas with the 
of Tracy- 


mer. 
Army. . Edwin W. Ebel, former marketing director 
Locke-Dawson, Inc. and a director of American Inst. of Food 
tribution, has been advanced to major. 


Jameson & Co., who took the 
mon with a four-and-a-half ounce 
rod. The story is that the Jameson 
fishing calendar helped him do it 


bago 


beauty for 


Wn, 
sal- 


tern 


Dis- 


He’s a supply control of- 


ficer on the staff of Brig. Gen. Carl Hardigg, chief of procurement 


of food supplies... 


John Bernard is the name Arthur Daly, head of W. H. Weintraub 


& Co., Los Angeles, picked for his new son, born Aug. 6... 


WOR 


staff members were in for a pleasant surprise when they picked 
up a broadcast describing the Marine landing at Guam. Corre- 
spondent doing the job was Alvin Josephy, former asst. to WOR 


director of news and special events Dave Driscoll. 
a sgt. with Marine combat correspondents. . . 


Josephy is 


now 


One ad man who is continuing his civilian work under Arm) 
conditions is Herb Buhrow, formerly asst. ad mgr. of Prentice-Hall 
who is now with the public relations staff in Gen. MacArthur’s head- 


quarters. 
somewhere in New Guinea and more recently filled a secret 
post with the adjutant general’s 
west Pacific area... 

William 
Hedges, NB‘ 
in charge o! 
tions, is di 
uting the 
cigars to |! 
the arrival 
first grand 
7%4-lb. Mai 
Ann Kid <¢ 


born Aug 
The baby’ 
ther is 


where in Ff 
with in 


CONVENTION SNAP—Taking time out during the re- 


cent convention of Macfadden Women's Group are forces. . . 
these participants, shown on the grounds of Carroll television 
Rheinstrom's place in the Berkshires. Left to right are: tor Edward 
Walter Hanlon, advertising manager; Ed Lethen, west- bed has 
ern advertising manager; Lee Andrews, Pacific Coast ho PA 
manager; and Mr. Rheinstrom, vice-president of oane \ 
Macfadden. Get. Lt 


USO camp 
where he will coordinate and supervise 16 new productions de 
for overseas. He will continue tele work for NBC on Thu 
during his leave... 

One of the painstaking, but rewarding, jobs being done tod 
the home front to boost Army morale is Walter R. Greenlee’s \ 
illustrated newspaper for his two sons overseas. Mr. Greenle 
of the John H. Owen agency in New York, has been sending 


Monday since Pearl Harbor a four-page sheet, named “Bi 
Down” after the family plantation, to Lt. Walter Robert Gr« 
with the air forces somewhere in the Solomons, and to Lt. W 


Ward Greenlee, now hospitalized in Africa. Among other ite! 
newspaper contains jottings of home activities, photos, cartoon 
an occasional inquiring reporter column, all worked out 
Greenlee’s after-hours moments. . . 

First prize, external class, in the recent house magazine ¢ 
run by Natl. Council of Industrial Editors went to Caravan, 
by Shepard Henkin of the Hotel New Yorker... 


office, General Headquarters, South- 


Herb has previously been with a battalion headquarte! 
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sing Age, August 28, 1944 ° i 


Ar 
4 : 
. - Named Sales Mana er | disposal of surplus property, man- | Pill b r more representative of the com- 
Pe oler Will Quit R. E. Kirbys f 16 9 _ ,_ | power, the civilian goods situation, | - u y Changes Name |pany’s expanding activities into 
P d ‘ue oak WW Pps oi dinine ai iN \etc. Paul Wooton, Washington edi- Pillsbury Flour Mills Company,|other fields including packaged 
Sc: ipps-Howar ao e Pro oe shen divi-|tor of McGraw-Hill Publishing | Minneapolis, has changed its firm foods, commercial feeds, soy bean 
P aa a to on. Company, is president of the con-|name to Pillsbury Mills, Inc., as! products and concentrated cereals. 
3 é a, ne - - | ference. 
for Hearst apers pointed sales manager of Javex See 
York, Aug. 23. — The| Mfg. Company, Toronto. ' . ww cee | 
' 5 ;- Howard newspapers and ieee, es ae ng formerly ad- | aT ca — 
; ook Pegler will part com- ° . mt ; , da Mace vey of Radle end 
. i, e ona w" Moceatiner. after Business Paper Editors ee B apr cig of the Easy | Electronic Techni- 
- Bos, He wit! join the Hearst to Discuss Reconversion {cs in ieghing Company, Svea whi oo aah 
- ne sag ore Dine Destasan P page Coameesne of Business | tising staff of Life. He will be| request. 
e ! ; , aper itors will meet with gov- | succeeded at Easy by Richard E. | 
t 5} en most widely syndi- | &™mment officials in Washington | Weiss, formerly assistant irene: | 
|. Mr Pegler’s column, “Fair Sept. 29 to discuss reconversion, | ing manager. 
n E ..”’ currently is being dis- 
it tr d by United Features Syn- 
is dic to 178 newspapers, includ- 
ing (ne 16 Scripps-Howard papers, | 
with combined circulation of 10,- | 


ard must be judged by its own | 
expression of editorial policy 
rather than by the views of a sin- | 
gle brilliant writer. When au-| 
thority to determine and direct a 
newspaper feature is divorced 
from responsibility, a problem de- | 
velops for which we have found | 
no satisfactory answer. . . 

“The impact of Mr. Pegler’s | 


117,901. 
Announcing the change, Roy W. 
How:rd said that “Scripps-How- 
\ 


writing on the opinion content of 
any newspaper is very great—so | 
great, in fact, that the editorial | 
voice of Scripps-Howard could | 
e only continue audible by resort to | 
a stridency which we do not care | 
" to employ.” 
On the other hand, Mr. Howard 
z pointed out that “any Scripps- | 
” Howard editor in whose city the | 
column may be available is, of | 
‘ourse, at liberty to purchase the 
feature if he so desires.” 
rw Mr. Howard told ADVERTISING | 
Ace that his relations with Mr. 


{m. : : 

a|. | Pegler continue friendly. He gave 
ai ‘Peg” his first newspaper job, at 
son Ms? a week, 30 years ago, Mr. | 


4 MmHoward said. Comment on the 
Pegler column, he added, has been 
more favorable than otherwise. 


he Curtiss-Wright 
i §Offers Pictures 


utfito Advertisers 
Buffalo, N. Y., Aug. 23.—In re- 


ub Hi sponse to frequent requests for 
OR MM precise details of Curtiss aircraft 
-ed [gn combat areas, the Curtiss- 


Wright Corporation, Airplane 
division, has brought out a 32-page 
oklet containing pictures of its 
ow reraft and has offered it to news- 
ipers, picture and feature serv- 
my es and advertisers and agencies 
I] for use in their own copy. — 
The booklet, 812”x11”, provides a 
nethod for ordering prints of more 
ers B#than 110 photographs of some 12 | 
‘jal types of aircraft, with up-to-date | 
the eleasable data and many-sided 
lews of such planes as the Cur- 
iss SB2C Helldiver dive bomber, 
‘urtiss C-46 Commando transport 
ind Curtiss P-40 Warhawk fighter. 
ta- Copies of the booklet may be 
ib- tained by writing A. D. Palmer | 
us , director of public relations, | 
ald ‘urtiss-Wright Corporation, Air- 
lane division, Buffalo 5, N. Y. 


ILES above, a bombardier looks into his bomb- ol 
| ee Slowly as a snail, his objective crawls into 

the field of view. Then suddenly he lets two tons of ae 
death and destruction go hurtling down. . . and a vital Be 
enemy aircraft plant literally blows apart with the fury m 


of the explosion. 


Hitting the target is important in selling, too. Make 
your advertising messages really register on your pros- 
pects by using FULL Color. Folders, booklets, broad- 
' sides, circulars and other advertising material in FULL 


Vickers Names Granger 


Charles H. Granger. retired a Color get 100% attention . . . are read and not wasted 

\ esident of the former Water- LK .. . stand out and sell! FULL Color is an advertising 
Clock Company, Waterbury, —- : ee 

‘onn., has been appointed general / blockbuster that helps greatly to lick competition and 
an ” ivan Tool Producers of Fine FULL-Colored deliver your share of the new business ahead. 
~~ a FOLDERS - BOOKLETS + BROADSIDES Stecher-Traung can give you the distinctive benefits 
. : | CIRCULARS +« PACKAGE INSERTS of dramatic, sales-clinching FULL Color material . . . 
So- POSTERS - STREAMERS - DISPLAYS, etc. and at a price comparable to that usually asked for two- 
$ color material because of our unique “Gang Run” 


method of production. Investigate the many advantages 

FREE- Write today for your free copy of “Gang Run” FULL Color lithography. Write us today. 
of our 28-page book, “The 
Value and Patriotic Use of FULL Color.” 


NY, fe 

| Coles and tes how ectecive «=D WC Re LIRAGWN G 
; a | 

| WE HAVE IT! Color and tells how to get effective re- 4 


Y YU CAN GET IT! sults at low cost. Packed with helpful LITHOGRAPH CORPORATION 


TH’ NEGRO MARKET—$10,000,000,000 information. Send request to Dept. AA84. 
rch Organizations ; 6,000 000 . A. es ' 
terial Geaasiaabtons 1'000'000 Rochester 7, N.Y. + San Francisco 11, Calif. fe . = 
jro Press 3,000,000 ; 
cational Groups 2,000,000 Offices in Principal Cities 
an make your brand nan 2 “By 
) among these 13.000.000 msumers 
) of them are our FRIENDS and 


HBORS in the South. PLACING COPY a 
A SPECIALTY 
make your advertis ing dollars d 
which will reflect itself in the post 


VERTISING AND MERCHANDISING 
Write for Information Todas 


BOOKER T. WASHINGTON SALES AGENCY 
= Tuskegee Institute, Alabama 
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Promotion Men 
Organize to Help 
Waste Paper Drive 


New York, Aug. 23.—Herbert G. 
Drake, promotion director of Mac- 
fadden Publications, has been 
named general chairman of a 
group of magazine and business 
paper promotion executives to 
provide material for the various 
waste paper salvage campaigns of 
newspapers, magazines and others 
and the paper conservation drive, 
Herbert M. Faust, director of 
WPB’s salvage division, has an- 
nounced 

Chairmen of subcommittees are 


THIS IS JINX FALKENBERG 
PRE ‘TTIEST girls in the world 

are yours in EYE*CATCH- 
ERS. Men, women and children, 
too. Practical situations for all 
ads 100 new photo subjects 
monthly to pep up your adver- 
tising and increase its pull. 
Saves you hundreds of dollars 
Write now for interesting new 
proofs. No. 10] FREE. No obli- 
gations. 


10 E. 38th St. 
Eye* Catchers, Inc. New York 


Richard Flanagan, Cosmopolitan; 
Donald F. MacClemmy, The Sat- 
urday Evening Post; Arthur P. 
Hirose, McCall’s, and Joseph Alger 
of Life. William C. Pank of 
Crowell-Collier will serve as sec- 
retary to the entire group as well 
as chairman of a subcommittee. 

The committee is affiliated with 
Periodical Publishers National 
Committee. 


FARM PAPERS ISSUE 
PULPWOOD BOOKLET 


Ithaca, N. Y., Aug. 23.—Under 
the title, “This Battle Must Be 
Won in Farm Woodlands: Your 
Advertising Can Help,” the Farm 
Press Forest Products Committee 
headed by Irving W. Ingalls 
American Agriculturist, has issued 
a booklet to get more advertiser: 
to persuade more farmers to cut 
more pulpwood. 

Keynote of the drive is “Wood 
is the greatest shortage of all: 
Start today to cut and haul.” In 
the last 12 months, the booklet 
says, “the farm press—national. 
sectional and local—has carried 
more than 300,000 agate lines of 
editorial matter on farm produc- 
tion of forest products. A large 


mail order house inserted a page 
in its catalog on this subject.” 
Although “many people are work- 
ing on this job... the campaign | 
to send wood to. war needs the 
help of your advertising” in farm 
markets. 

The committee (P. O. Box 514, 
Ithaca) offers advertisers a wide 
variety of material — including 
facts, figures, photographs, and 
proofs and mats of prepared ads. 


Names MacDonald-Cook 


Dobbins Mfg. Company, Elk- 
hart, Ind., maker of insecticide 
spray equipment, has appointed 
MacDonald-Cook Company, South 
Bend and Chicago, to handle its 
national magazine and trade pub- 
lication advertising. 


Nyland Joins B&B 

Neal Nyland, former advertising 
manager of Nash Motors division, 
Detroit, and previously in charge 


|of advertising and public relations 


»f the Plymouth division of Chrys- 
ler Corporation, has joined Benton 
& Bowles, New York, to work on 
he Bituminous Coal Institute ac- 


| zount. 


. 


HEMICAL | INDUSTRIES 


In the Houston area are located 
80% of all chemical plants erected 
in the nation since Pearl Harbor. 
These, with chemical plants already 
here and those planned for the post- 
war era, will make Houston one 
of the leading chemical industrial 


areas of America. 


For instance: E. I. du Pont de Ne- 
mours Co. has purchased an 822- 
acre tract on which it is erecting a 
$50,000,000 plant, first production 
unit being devoted to the manu- 
facture of phenothiazine (chemical 
used for ridding livestock of inter- 
nal parasites). Dow Chemical Com- 
pany has a $150,000,000 establish- 
ment near Houston in which it is 
important basic 
products including magnesium ex- 
tracted from the Gulf of Mexico, 
flexon, 
glycol and other organic chemicals. 
Ninety per cent of the nation’s sup- 
is produced near 


producing many 


styrene, thiokol, 


ply of sulphur 


The Houston Chronicle . . . 
advertising for over 31 consecutive years . . 


duction. 


ethylene- 


Houston, with 
necessary raw materials, low cost 
natural gas and electric service, 
ample water supply, deep water 
port, 18 rail outlets and many hard- 
surfaced highways reaching every 
section of the Southwest, is a “‘nat- 
ural” center for chemical manufac- 
turing and distribution. Houston’s 
tremendous chemical industry is 
only one of the many important 
industries which assure the con- 
tinued rapid growth of Houston, 
already the South’s largest market. 


Houston. The Southern Acid and 
Sulphur Company has installed a 
large plant for the production of 
superphosphate fertilizers. Monsan- 
to Chemical Company, already op- 
erating a tremendous styrene plant, 
is also erecting a huge plastics 
plant here and recent developments 
in the plastics field open up a tre- 
miendous scope of peacetime pro- 


its abundance of 


first in this market in both circulation and 
- has kept pace with 


Houston's growth and will continue to do so. 
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THE HOUSTON CHRONICLE 


THE BRANHAM COMPANY 


R. W. McCARTHY 


National Advertising Manager 


National Representatives 
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In a letter to Gordon Hertslet, v.p. of Anfenger Adve ne 
Agency, St. Louis, Lt. Richard Lynch, former prod. mgr. of the a y. 
tells of an experience in New Guinea: “Actually experienced rte 
thing down here that reads like an Esquire cartoon. Another e! 
and I drove over to a native village to see about taking son C. 
tures. In my best pidgin I asked a young native gentlema Ge 
tooned with feathers and flowers, ‘Bimeby we go-0-o jungle ke 
pictures alla same as this,’ pointing to a snapshot in my et 
Smiling broadly, the young man, who turned out to be nam« y]- 
vester, replied, ‘Surely, if you wish to make some photograph |’, 


sure it can be arranged.’ Gaping foolishly, I finally learne iat 
this young man had helped an American missionary educa his 
tribe, and had read several well known English classics.” 


Readers of the Aug. 19 Collier’s 
will find a story entitled “Talking 
Him Out of It,’ by William Miller, 
former mag. publicity head in 
NBC’s press dept. Story is based 
on Bill’s experience in N. Africa 
as acivilian attached to the Army’s 
psychological warfare branch. Bill 
signs the article “Moscrip Miller,” 
the “Moscrip” having been adopted 
years ago “in self defense,” says 
Bill, after working with four Wil- 
liam Millers. . 

Dick Roffman, Hillman Periodic- 
als’ p.r. and radio director, is a 
newly-appointed member of the 
program and membership comm. of 
Men’s Assoc. of Congregation Ro- 
deph Sholom. .. Allan H. Kalmus, 
former’ publicity director for 
WQXR, and Jane Carolyn Waring, 
both writers for NBC, New York, 
have announced their engagement. FIVE-POUNDER—The Kennebago 

. Lt. Curt A. Peterson, radio di- River in the Rangeley region of 
rector at Marschalk & Pratt in civil- Maine provided this beauty for 
ian life, is now doing p.r. work with A, C. Ebbeson, ad manager of Wn. 
Bureau of Public Relations radio Jameson & Co., who took the sal- 
branch in Washington. Curt has mon with a four-and-a-half ounce 
just come through a year of rigor- rod. The story is that the Jameson 
ous work at a bomber base in ishing calendar helped him do it 
Alaska. . . 

Maj. Wm. Elmer Seaman will take up duties again as western 
mgr. for Chain Store Age after two years’ service overseas with the 
Army. . . Edwin W. Ebel, former marketing director of Tracy- 
Locke-Dawson, Inc. and a director of American Inst. of Food Dis- 
tribution, has been advanced to major. He’s a supply control of- 
ficer on the staff of Brig. Gen. Carl Hardigg, chief of procurement 
of food supplies... 

John Bernard is the name Arthur Daly, head of W. H. Weintraub 
& Co., Los Angeles, picked for his new son, born Aug. 6. . . WOR 
staff members were in for a pleasant surprise when they picked 
up a broadcast describing the Marine landing at Guam. Corre- 
spondent doing the job was Alvin Josephy, former asst. to WOR 
director of news and special events Dave Driscoll. Josephy is now 
a sgt. with Marine combat correspondents... 

One ad man who is continuing his civilian work under Arm) 
conditions is Herb Buhrow, formerly asst. ad mgr. of Prentice-Hall! 
who is now with the public relations staff in Gen. MacArthur’s head- 
quarters. Herb has previously been with a battalion headquarte!s 
somewhere in New Guinea and more recently filled a secretarial 
post with the adjutant general’s office, General Headquarters, South- 
west Pacific area... 


William § 
Hedges, NBC \. 
in charge of sta- 
tions, is disiril 
uting the u 
cigars to | 
the arrival « 
first grandcill 
74%4-lb. Margare 
Ann Kidde! 


born Aug | 
The baby’s [a- 
ther is ne- 


where in F*: anc 
with = im 

forces. . . NBCS 
television cd rec- 
Rheinstrom's place in the Berkshires. Left to right are: tor Edward S80 
Walter Hanlon, advertising manager; Ed Lethen, west- bol has bee 
ern advertising manager; Lee Andrews, Pacific Coast “los 7 : 
manager; and Mr. Rheinstrom, vice-president of oman - 


Macfadden. sas. F Fs 
USO camp 


where he will coordinate and supervise 16 new productions de 
for overseas. He will continue tele work for NBC on Thu) 
during his leave... 

One of the painstaking, but rewarding, jobs being done tod 
the home front to boost Army morale is Walter R. Greenlee’s « 
illustrated newspaper for his two sons overseas. Mr. Greenle* 
of the John H. Owen agency in New York, has been sending 
Monday since Pearl Harbor a four-page sheet, named “B« 
Down” after the family plantation, to Lt. Walter Robert Gre 
with the air forces somewhere in the Solomons, and to Lt. W 
Ward Greenlee, now hospitalized in Africa. Among other ite! 
newspaper contains jottings of home activities, photos, cartoon 
an occasional inquiring reporter column, all worked out 1! 
Greenlee’s after-hours moments... 

First prize, external class, in the recent house magazine c 
run by Natl. Council of Industrial Editors went to Caravan, ¢ 
by Shepard Henkin of the Hotel New Yorker... 


CONVENTION SNAP—Taking time out during the re- 
cent convention of Macfadden Women's Group are 
these participants, shown on the grounds of Carroll 
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Pecler Will Quit 
Sr pps-Howard 
for Hearst Papers 


York, Aug. 23. — The} 
-Howard newspapers and 
west. ook Pegler will part com- 
' e end of November, after 

He will join the Hearst 
vers, Which will syndicate 
mn through King Features 


C 


te. 
One of the most widely syndi- 
ted. Mr. Pegler’s column, “Fair 
fnouc),” currently is being dis- 
ibut d by United Features Syn- 
aie to 178 newspapers, includ- 


jicat 
- the 16 Scripps-Howard papers, 
with combined circulation of 10,- 
“er yuncing the change, Roy W. 
Howard said that “Scripps-How- | 
ard must be judged by its own 
expression of editorial policy 
rather than by the views of a sin- 
sle brilliant writer. When au- 
thority to determine and direct a 
newspaper feature is divorced | 
from responsibility, a problem de- 
velops for which we have found | 
no satisfactory answer. ‘ 
“The impact of Mr. Pegler’s | 
writing on the opinion content of | 


any newspaper is very great—so | 
great, in fact, that the editorial | 
voice of Scripps-Howard could | 
only continue audible by resort to 
a stridency which we do not care 
to employ.” 

On the other hand, Mr. Howard 
pointed out that “any Scripps- 
Howard editor in whose city the | 
column may be available is, of 
course, at liberty to purchase the 
feature if he so desires.” 

Mr. Howard told ApbvVERTISING 
Ace that his relations with Mr. 
Pegler continue friendly. He gave 
Peg” his first newspaper job, at 
$7 a week, 30 years ago, Mr. | 
Howard said. Comment on the | 
Pegler column, he added, has been 
more favorable than otherwise. 


Curtiss-Wright 
Offers Pictures 
to Advertisers 


Buffalo, N. Y., Aug. 23.—In re- 
sponse to frequent requests for 
precise details of Curtiss aircraft 

combat areas, the Curtiss- | 
Wright Corporation, Airplane 
division, has brought out a 32-page 
oklet containing pictures of its | 
rcraft and has offered it to news- 
papers, picture and feature serv- 
es and advertisers and agencies 
for use in their own copy. 

The booklet, 812”x11”, provides a 
method for ordering prints of more 
than 110 photographs of some 12 
types of aircraft, with up-to-date 
eleasable data and many-sided 
iews of such planes as the Cur- | 

s SB2C Helldiver dive bomber, | 
‘urtiss C-46 Commando transport | 
nd Curtiss P-40 Warhawk fighter. | 

Copies of the booklet may be | 
dbtained by writing A. D. Palmer 
Ir, director of public relations, 
‘urtiss-Wright Corporation, Air- 
lane division, Buffalo 5, N. Y. 


Vickers Names Granger 
‘narles H. Granger, retired 
dent of the former Water- 
Clock Company, Waterbury, 
, has been appointed general | 
nanager of the Waterbury Tool 
on of Vickers, Inc. 


| WE HAVE IT! 
YIU CAN GET IT! 


TH’ NEGRO MARKET—$10,000,000,000 
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VERTISING AND MERCHANDISING 
Write for Information Today 
BOOKER T. WASHINGTON SALES AGENCY 


Tuskegee Institute, Alabama 


;ernment officials 


Named Sales Manager 


R. E. Kirbyson, for 16 years in 


the sales and merchandising divi- 
sion 
pany of Canada, 
pointed sales manager of Javex 


& Gamble Com- 
has been ap- 


of Procter 
Mfg. Company, Toronto. 


Business Paper Editors 


to Discuss Reconversion 


National Conference of Business 
Paper Editors will meet with gov- 
in Washington 


Sept. 29 to discuss reconversion, 


39 
disposal of surplus property, man- representative of the com- 


‘p. } ‘ | more 
power, the civilian goods situation, 


| Pillsbury Changes Name 


| pany’s expanding activities into 
etc. Paul Wooton, Washington edi- Pillsbury Flour Mills Company, other fields including packaged 


tor of McGraw-Hill Publishing 
Company, is president of the con- 
ference. 


| Minneapolis, has changed its firm | foods, commercial feeds, soy bean 
name to Pillsbury Mills, Inc., as! products and concentrated cereals. 


Finn Joins ‘Life’ | 

Bernard L. Finn, formerly ad- | 
vertising manager of the Easy | 
Washing Machine Company, Syra- 
cuse, N. Y., has joined the adver- 
tising staff of Life. He will be 
succeeded at Easy by Richard E. | 
Weiss, formerly assistant advertis- | 
ing manager. 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


| 


CIRCULARS - 


Producers of Fine FULL- Colored 
FOLDERS - BOOKLETS + BROADSIDES 
PACKAGE INSERTS 
POSTERS - STREAMERS - DISPLAYS, etc. 


ILES above, a bombardier looks into his bomb- 
sight. Slowly as a snail, his objective crawls into 
the field of view. Then suddenly he lets two tons of 
death and destruction go hurtling down . . . and a vital 
enemy aircraft plant literally blows apart with the fury 
of the explosion. 


Hitting the target is important in selling, too. Make 
your advertising messages really register on your pros- 
pects by using FULL Color. Folders, booklets, broad- 
sides, circulars and other advertising material in FULL 
- Color get 100% attention . . . are read and not wasted 

. stand out and sell! FULL Color is an advertising 
blockbuster that helps greatly to lick competition and 
deliver your share of the new business ahead. 


Stecher-Traung can give you the distinctive benefits 
of dramatic, sales-clinching FULL Color material . . . 
and at a price comparable to that usually asked for two- 
color material because of our unique “Gang Run” 


FREE- “tite today for your free copy 


method of production. Investigate the many advantages 


of “Gang Run” FULL Color lithography. Write us today. 


of our 28-page book, “The 


Value and Patriotic Use of FULL Color.” 


It describes the extra advantages of FULL 
Color and tells how to get effective re- 
sults at low 
information. Send request to Dept. AA84. 


S21 CEMA TRAC NG 


LITHOGRAPH CORPORATION 
Rochester 7, N.Y. « San Francisco 11, Calif. 


Offices in Principal Cities 
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Birdsall to Brisacher 
Harry Birdsall, former 


des organization, and 


joined Brisacher, Van Norden 
Staff, New York, as art director. 


design 
director for the Norman Bel Ged-| pany, Jersey City, is running a 
previously | test 

with Foote, Cone & Belding, has | eight 


Colgate Tests Copy 
Colgate - Palmolive - Peet 


campaign in 
cities for 

hand cream. 

quette, New York, is the. agency. 


newspapers 
Colgate’s liqu 
& 


in 
id 


Sherman & Mar- 


‘Survey Finds 78% 


Would Add Video 


RIDDER-JOHNS, INC. 
Netiona! Representatives 
NEW YORK CHICAGO 

342 Madison Ave Wrigley Bldg 

ST. PAUL 
Dispatch Bidg 
Newspapers Get 
Immediote Action 


THE CATHEDRAL 
in 
ST. PAUL 


One of largest church edifices 
on North American continent. 
Seating capacity 4,000. 

307 feet high, 306 feet long, 
216 feet wide. 

Contains 6 chapels. 

Designed by architect E. L. 
Masqueray. 

Completed in 1915 at cost of 


$2,500,000, and dedicated by 
Archbishop John Ireland, 


of Radio Stations 


New York, Aug. 24.— Seventy- 
eight per cent of United States 


8} sound broadcasters. 


| tell 


radio stations plan to go into tele- 
vision, 18% do not, and 4% are 
|undecided, Television, a quarterly 
|published by Frederick A. Kugel, 
|New York, has found in a nation- 
|wide “cross-section survey” of 


Television does not reveal the 
|number of sound stations covered, 
|other than to say that stations of 
|less than 250 watts were not. Re- 
|turns were received from 37 states | 
and the District of Columbia. 

Dates as to when video stations 
plan to seek tele equipment vary 
considerably, the survey showed, 
ranging from “as soon as equip- 
ment is available” to “two years 
after the mad rush,” and in one 
case to “eventually, perhaps eight 
to 10 years.” Whereas 32. of 
those replying want video equip- 
ment as soon as it is ready, 35% 
will “wait to see what the net- 
works do.” 

Other factors which may make 
for delay are price of transmit- 
ters, “stability” of the new indus- 
try, and availability of tele re- 
ceivers and of service for them in 
homes in each market. 

Forty per cent of stations reply- 
ing are opposed to holding up 
television until a better picture 
than 525 lines is available, while 
32% favor delay. 

About 35% of the stations would | 
be willing to spend $100,000 to | 
$200,000 for tele facilities, the 
survey found, and 28 would 
spend $500,000. 

Fifty-one per cent plan to buy 
FM transmitters when available, 
and 5% are undecided. 


Watch That Spam 
Trademark, Is 
British Warning 


London, Aug. 8.—Following up 
three years of selling without 
benefit of advertising in the Brit- | 
ish market, the maker of the fa- 
mous Spam has started protective 
advertising in Glasgow newspa- 
pers warning the public against | 
imitators. 
Small-space ads in the papers 
the British housewife that 
Spam is the registered trademark 
distinguishing the pork product 
made exclusively by Geo. A. Hor- 
|mel & Co., and that it is sold only 
lin 12-ounce tins. “We are sorry | 
that during the war, supplies of 
Spam are restricted,” the message | 
concludes. 

Entering the market unheralded, | 
under the U. S. lend-lease meet, | 
| Spam found it hard going at first, | 
but is said now to have an excel- | 
lent chance of maintaining post- 
war sales even in competition with 
| other foods. 


Campbell Soup Plans 
New CBS Show 


Campbell Soup Company, Cam- 
den, N. J., expects to sign the com- 
edy team of Olsen and Johnson for 
a late fall series on CBS, with time 
of broadcast and details still to be 


worked out. 


| 
} 


Lt. Taft Wounded 


Lt. David G. Taft, representa- 
| tive of Station WKRC, Cincinnati, 
| before entering the service, and 
son of Hulbert Taft, publisher of 
the Cincinnati Times- Star, has 
been reported wounded in Burma 
July 26. 


NTRAL OHIO’S 
GREATEST SINGLE 


SALES INFLUENCE 


4“ 


‘THE DISPATCH - COLUMBUS, OHIO. 


Digest,” 


Report is the new show may re- 
place Campbell’s “Radio Reader’s 
9-9:30 p. m., 
EWT. Campbell will start a nine- 
month test for black bean soup in 
The New Yorker and New York 


Sunday, 


Advertising Age, August 


Times in September. Wa 
lock Company, Philadelp! 
agency. 


Joins Abbott Kimba! 


Ernest A. Holmes, for 
Arthur Kudner, Inc., and 
Research Corporation, N¢ 
has been appointed direct 
research and marketing 
of Abbott Kimball Compa: 
ices of which will be ava 
the Chicago and Kansas | 
fices of the agency. 


Home of two of America’s major industries 
with payrolls averaging over $56.00 a week 
for more than 30,000 employes. A rich mar- 


ket with a 
ship . . 


high percentage of home owner- 


. and the paper that goes into most 


of these homes is the Schenectady Union-Star 
with a substantial lead in City Zone circula- 
tion for over nine consecutive years. 


Nationally Represented by 


KELLY - SMITH CO. 
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Fypanded Civilian 
MarketsImperative, 
industry Is Told 


shington, Aug. 23.—Careful 
of the character of postwar 
mer demands is essential if 
lnited States is to have the 


jj] employment, S. Morris Liv- 


ded markets necessary for | 


ngston, chief of the national eco- |, 


unit of the Department of | 
ree, asserts in an analysis | 


curr’ ni “Survey of Current Busi- | 


| 


nroductive emnlov- ! 


ess. 
Adeonate 


dvertising Age: 


bscription for one year and send me a bill for $2.00. 


pmpany — - ooo 


ddress ——— 


ES, ne 


J. C. Dabney Named 


J. C. Dabney, sales manager of 
the Seybold division of Harris- | 
Seybold - Potter, Cleveland, has 
been appointed assistant manager 
of sales of the company. He will 
continue as sales head of the Sey- 
bold division. 


Ott to ‘Better Homes’ 
Joseph T. Ott, formerly with the 

Katz Agency, New York, has 

joined the advertising staff of the 


New York office of Better Homes| meeting Nov. 


& Gardens. 


‘McGregor Promoted 


Frank A. McGregor, 
of the postwar 
| sion, Remington Arms Company, 
| Bridgeport, Conn., has been named 
assistant to J. J. Callahan, man- 
lager of the sales research and 
|development section of Reming- 
|ton’s promotion division. 


Canadian Admen to Meet 


The Association of 
Advertisers will hold its 
8-10, 


annual 
at the Royal 


| York Hotel, Toronto. 


member | 
planning divi- | 


Canadian | 


= 


outlet for boys’ and girls’ clothing 


41 

‘Spiegel Opens Outlet at 7170 W. Grand Ave., Chicago, 
as the first step in the five-store 
Spiegel, Inc., has opened a retail merchandising plan the company 


is developing. 


who 


| FIRST IMPRESSIONS LAST 


You can sell today’s most responsive market 
—and influence tomorrow's markets—by ad- 
vertising to the 2,000,000 high school students 


read and study Scholastic Magazines. 


SCHOLASTIC MAGAZINES 


220 E. 42nd Street, New York 17, N. Y. 


Please enter my 


ty and State— 


ADVERTISING PUBLICATIONS, INC., 


1uce une tume requirea W SILL 
ym war production to production 
r civilians,” he declared. ‘‘What- 
ver can be done consistent with 
the war effort to hasten that proc- 
s minimizes to that extent the 
janger of any cumulative effect 
n the market for civilian goods.” | 
A one-third cut in war produc- | 
ion after the fall of Germany 
vould result in some decline in | 
mployment and income, but} 
vould have little serious effect on | 
markets for an expanding volume | 
f civilian goods, he believes. But | 
in abrupt end of all war produc- | 
ion a few months after the fall | 
f Germany woud mean a drastic | 
urtailment in employment and | 
Prcomes which would seriously | 
urt the markets before civilian | 
roduction could get under way. | 
Assuming that war production | 
s cut back by one third during | 
six-month period, Mr. Living- 
ton estimates that about 4,000,000 | 
non-agricultural workers and | 
000,000 demobilized servicemen | 
ould be added to the labor force. 


One-Third in War Work 


The output of one out of every 
three civilian workers is currently 
joing to the war, but the great 

ijority of these workers are em- 
loyed in industries whose output 

r war does not differ from their | 

ewar civilian product, he points 
ut, 

In a tapering off of war work, 
he largest increase in non-war 
nployment would result from the 

g of the same or essentially 
me products from the war 
vilian markets. Second in 
tance would be the shift to 
and wholesale trade, con- 
on, and a host of service 
tries and professions. The 
surce of employment would 
r plants converted to civilian 
ods. 
curtailment of war expen- 
could set in motion a series 
reussions of extremely wide 
itions, he warns. What- | 
appens, he concludes, the 
b of converting the econ- 
peacetime production at a 
el of activity will remain 
ilt one. 


* ART DIRECTOR 
DESIRES CHANGE 


th top ranking agency working 
on dollar accounts. |2 years as 
ector working with biggest names 
and photography. Expert knowl- 
|| phases of reproduction. A man 
in definitely contribute. 
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Back in June, 1943, The 
OREGONIAN, like all 


other newspapers, was faced with a paper 
shortage and its attendant evils of space 
rationing and a circulation freeze. At that 
time, we decided upon a wartime policy 
which we felt was to the best advantage 
of our readers and advertisers alike. 


WE JUST 
CHECKED UP 


HERE’S WHAT 
WE PLEDGED: 


“The OREGONIAN 
will keep faith with its 


are determined.” 


. 


readers by maintaining complete news 
coverage, with adequate editorial com- 
ment. By so doing, it will keep faith with 
its advertisers by safeguarding reader 
interest, upon which advertising values 


HERE’S HOW WE 
CHECKED UP 


In a recent impartial 


survey conducted by Dr. 
Chilton Bush of Stanford University, the 
following question was asked of those 
people who receive both Portland news- 
papers: Considering news, editorials and 
features, which daily paper do you per- 


sonally preter? 


HERE’S THE 
ANSWER! 


OTHER PAPE 


OREGONIAN ......60% 


R....10% 


ABOUT THE SAME 297 
NO ANSWER...... 


1% 
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Birdsall to Brisacher 

Harry Birdsall, former design 
director for the Norman Bel Ged- 
des organization, and previously | test campaign in 
with Foote, Cone & Belding, hasjeight cities for 
joined Brisacher, Van Norden &|hand cream. 
Staff, New York, as art director. 


pany, Jersey City, is 


Colgate Tests Copy 


Colgate - Palmolive - Peet Com- 
running a 
newspapers 
Colgate’s 
Sherman & Mar- 
quette, New York, is the. agency. 


in 
liquid | 


THE CATHEDRAL 
in 
ST. PAUL 


One of largest church edifices 
on North American continent. 
Seating capacity 4,000. 

307 feet high, 306 feet long, 
216 feet wide. 

Contains 6 chapels. 

Designed by architect E. L. 
Masqueray. 

Completed in 1915 at cost of 


$2,500,000, and dedicated by 
Archbishop John Ireland, 


RIDDER-JOHNS, INC. 
Netiono!l Representatives 
NEW YORK CHICAGO 

34] Madison Ave Wrigley Bldg 

ST. PAUL 
Dispatch Bidg 
Newspopers Get 
Immediate Action 


| wide 
|}sound broadcasters. 
Television does not reveal the | 


Survey Finds 78% 
of Radio Stations 
Would Add Video 


New York, Aug. 24.— Seventy- 
eight per cent of United States 
radio stations plan to go into tele- 
vision, 18% do not, and 4% are 
undecided, Television, a quarterly 
published by Frederick A. Kugel, 
New York, has found in a nation- 
“cross-section survey” of 


number of sound stations covered, 


|other than to say that stations of 


less than 250 watts were not. Re- 
turns were received from 37 states 
and the District of Columbia. 

Dates as to when video stations 
plan to seek tele equipment vary 
considerably, the survey showed, 
ranging from “as soon as equip- 
ment is available” to “two years 
after the mad rush,” and in one 
case to “eventually, perhaps eight 
to 10 years.’”’ Whereas 32. of 
those replying want video equip- 
ment as soon as it is ready, 35% 
will “wait to see what the net- 
works do.” 

Other factors which may make 
for delay are price of transmit- 
ters, “stability” of the new indus- 
try, and availability of tele re- 
ceivers and of service for them in 
homes in each market. 

Forty per cent of stations reply- 
ing are opposed to holding up 
television until a better picture 
than 525 lines is available, while 
32% favor delay. 

About 35% of the stations would 
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|EWT. Campbell will start a nine-|ices of which will be avail: 
| month test for black bean soup in 


|The New Yorker and New York 


fices of the agency. 
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Advertising Age 


100 East Ohio Street 


Chicago 11, Illinois 


be willing to spend $100,000 to | 


$200,000 for 
survey found, 
spend $500,000. 


the 
would 


tele facilities, 
and 28 


Fifty-one per cent plan to buy | 


FM transmitters when available, 
and 5% are undecided. 


Watch That Spam 
Trademark, Is 
British Warning 


London, Aug. 8.—Following up 
three years of selling without 


for more than 30,000 employes. A rich mar- 
ket with a high percentage of home owner- 
ship . . . and the paper that goes into most 
of these homes is the Schenectady Union-Star 
with a substantial lead in City Zone circula- 
tion for over nine consecutive years. 


Nationally Represented by 


KELLY - SMITH CO. 


benefit of advertising in the Brit- | 


ish market, the maker of the fa- 
mous Spam has started protective 
advertising in Glasgow newspa- 
pers warning the public against 
imitators. 

Small-space ads in the papers 
tell the British housewife that 


Spam is the registered trademark | 
pork product | 
made exclusively by Geo. A. Hor- | 


distinguishing the 


mel & Co., and that it is sold only 
in 12-ounce tins. “We are sorry 
that during the war, supplies of 
Spam are restricted,” the message 
concludes. 

Entering the market unheralded, 
under the U. S. lend-lease pact, 
Spam found it hard going at first, 
but is said now to have an excel- 
lent chance of maintaining post- 
war sales even in competition with 
other foods. 


| Lt. Taft Wounded 


Lt. David G. Taft, representa- | 
tive of Station WKRC, Cincinnati, | 


before entering the service, and 
son of Hulbert Taft, publisher of 
the Cincinnati Times - Star, has 
been reported wounded in Burma 
July 26. 
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Times in September. Ward “ 
Campbell Soup Plans | lock Company, Philadelphia pet 
New CBS Show | agency. . 
Campbell Soup pogee ag f Cam- ae eis 
den, N. J., expects to sign the com- . . 
edy team of Olsen and Johnson for Joins Abbott Kimball! 
a late fall series on CBS, with time Ernest A. Holmes, forme 
|of broadcast and details still to be | Arthur Kudner, Inc., and K 
| worked out. Research Corporation, New ¥ oy) 
Report is the new show may re-|has been appointed director the 
place Campbell’s “Radio Reader’s|research and marketing d ion 
Digest,” Sunday, 9-9:30 p. m.,|of Abbott Kimball Company, -»,- 


the Chicago and Kansas ( ar. 


amn 
amp 
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| 
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KNOW 


YOUR COURSE 


y 


The pilot who knows his course 
seldom fails to arrive at his objective. 
Likewise, the Advertiser who knows 
his course. 


HENRI, HURST & McDONALD, Inc. 
ADVERTISING 
CHICAGO 
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a ryvanded Civilian * 
BMarketslmperative, 
“Aindustry Is Told 


ne Washington, Aug. 23.—Careful 
‘to MR sudy of the character of postwar 
of- wer demands is essential if 

the timited States is to have the 
~~ panded markets necessary for 
‘|, employment, S. Morris Liv- 
’ ton. chief of the national eco- 
\) anmiC ‘unit of the Department of | 
eonversion problems in the 


ree, asserts in an analysis | 
“Survey of Current Busi- | 


Adequate productive employ- | 
1e1 ‘ter the war can only be| 
eved in terms of greatly ex- 

civilian markets for the 
ts of business and industry, | 
ingston declares. ‘In the 
of consumer goods, this 
ns discovering the character of 
post consumer demands and | 
rganizing the productive and dis- 
yutive system so as to meet) 


Transition from war to peace | 
will be difficult under any condi- | 
tions, he warns, but it will be| 
sed somewhat if government 
expenditures are tapered over a| 
considerable period of time. 


“The most effective means of 
niting the decline in consumer 
ncome and expanding the total 
market for civilian goods is to re- 
the time required to shift 

om war production to production 

for civilians,” he declared. ““What- 
ever can be done consistent with 
the war effort to hasten that proc- 
ess minimizes to that extent the 
nger of any cumulative effect 

n the market for civilian goods.” 
A one-third cut in war produc- 

tion after the fall of Germany 
yould result in some decline in 
employment and income,  but| 
would have little serious effect on | 
arkets for an expanding volume 

of civilian goods, he believes. But 
an abrupt end of all war produc- 
tion a few months after the fall 
of Germany woud mean a drastic | 
curtailment in employment and) 
incomes which would seriously 
hurt the markets before civilian 
production could get under way. 
Assuming that war production 

s cut back by one third during | 
@ six-month period, Mr. Living- | 
ston estimates that about 4,000,000 | 


non - agricultural workers and 
2,000,000 demobilized servicemen | 
y would be added to the labor force. | 
— One-Third in War Work 
—_ The output of one out of every 


three civilian workers is currently 
Boing to the war, but the great 

Majority of these workers are em- | 
ployed in industries whose output 
for war does not differ from their | 
prewar civilian product, he points 


In a tapering off of war work, 
he largest increase in non-war 
nployment would result from the 
fting of the same or essentially 
me products from the war 
lian markets. Second in 
tance would be the shift to 
and wholesale trade, con- 
on, and a host of service 
es and professions. The 
surce of employment would 
r plants converted to civilian 
ods. 
curtailment of war expen- 
could set in motion a series 
rcussions of extremely wide 
itions, he warns. What- 
appens, he concludes, the 
b of converting the econ- 
peacetime production at a 
vel of activity will remain 
ilt one. 


* ART DIRECTOR 


DESIRES CHANGE 


vith top ranking agency working 
on dollar accounts. |2 years as 
rector working with biggest names 
and photography. Expert knowl- 
‘I! phases of reproduction. A man 
an definitely contribute. 
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‘Seybotd - Potter, 
| been appointed assistant manager 
fe sales of the company. 


J. C. Dabney Named 


“4 ze Dabney, sales manager of 
eybold division of Harris- 


He will 
“ontinue as sales head of the Sey- 


Cleveland, has | 


‘McGregor Promoted | 


| Frank A. McGregor, member | 
of the postwar planning divi- | 
sion, Remington Arms vip ta 
| Bridgeport, Conn., has been named 
assistant to J. J. Callahan, man- 
ager of the sales research and 


Spiegel Opens Outlet 


Spiegel, Inc., 


outlet for boys’ 


41 
at 7170 W. Grand Ave., 


developing. 


Chicago, 
as the first step in the five-store 
has opened a retail | merchandising plan the company 
and girls’ clothing | is 


demands on a mass basis,” | : 


Urges Speedy Shift ' 


‘bold division. 


Ott to ‘Better Homes’ 


|development section of | 
| ton’s penaHae Siva division. 


| 
Joseph T. Ott, formerly with the Canadian Adme: Admen to Meet 


Katz Agency, 


New York, 


has The Association of Canadian 


joined the advertising staff of the | Advertisers will hold its annual 


New York office of Better Homes 


& Gardens. 


|meeting Nov. 8-10, at the Royal 
| York Hotel, Toronto. 
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You can sell today’s most responsive market 
—and influence tomorrow's markets—by ad- 
vertising to the 2,000,000 high school students 
who read and study Scholastic Magazines. 
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other newspapers, was faced with a paper 
shortage and its attendant evils of space 
rationing and a circulation freeze. At that 
time, we decided upon a wartime policy 


“TOOK the PLEDGE” 


yur) ae 


Av ee 
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HERE’S WHY WE 


Back in June, 1943, The 
OREGONIAN, like all 


WE JUST 


ON OUR 


ME PLEDGE! 


HERE’S WHAT 
WE PLEDGED: 


“The OREGONIAN 
will keep faith with its 7 
readers by maintaining complete news = 
coverage, with adequate editorial com- : 

ment. By so doing, it will keep faith with 
its advertisers by safeguarding reader 


Eq 


which we felt was to the best advantage interest, upon which advertising values 
of our readers and advertisers alike. are determined.” 
’ 7 m 
HERE’S HOW WE | HERE’S THE ; 


Chilton Bush of Stanford University, the 
following question was asked of those 
people who receive both Portland news- 
papers: Considering news, editorials and 
features, which daily paper do you per- 
sonally prefer? 


\ 
ONE NEWSPAPER ALWAYS LEADS | 


REPRESENTED NATIONALLY BY PAUL 


CHECKED UP 


In a recent impartial 
survey conducted by Dr. 


ANSWER! 


OREGONIAN ......60% 
OTHER PAPER....10% 
ABOUT THE SAME 29% 


NO ANSWER...... 1% 
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The Great Newspaper of the West Pe 
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Joins ‘Home Journal’ 

Virginia McCone, formerly as- 
sistant to the advertising director 
of John Wanamaker, Philadelphia 
and New York, has been named 
retail merchandising specialist for 
the promotion staff of the Ladies’ 
Home Journal. She will assume 
her new duties Sept. 5. 


To ‘Good Housekeeping’ 


John C. Belfield, previously in 
the Philadelphia and Detroit of- 
fices of N. W. Ayer & Son, and 
since 1940 advertising and sales 
promotion manager of Gelatin 
Products Company, Detroit, has 
been appointed Detroit manager of 
Good Housekeeping. 


| WANTED 
] $10,000-A-Year Script Writers 
For Commercial Sound Motion Pictures 


Yes, that means what it says. And, that’s not the ceiling on 
| our writing staff, either. We’ve always maintained the high- 
est-priced writing talent in commercial pictures. 
that’s why expanding demands force us to enlarge our staff. 
Write with the assurance that your letter will be held in 
confidence. And, enclose as much as you wish as evidence 
of your ability; all will be earefully studied. 


The positions are permanent and the opportunity is un- 


Box 5019 
ApvVERTISING AcE, 100 E. Ohio St., Chicago 11 
|P. S. All our present writers know of this advertisement. | 


limited. 


—— 


Perhaps 


Refrigerator 
Makers Ready 
Product Appeals 


Chicago, Aug. 24. — The ad 
proofs aren’t complete yet, but 
there were increasing signs this 
week that the nation’s electric re- 
frigerator makers are getting 
ready for production and aggres- 
sive product advertising of their 
first new units since 1942. 

The WPBhas as yet given no 
go-ahead signal for electric re- 
frigerators, its spot authorization 
order of last week permitting only 
manufacture of mechanical re- 
frigerators where local plant facil- 
ities, materials and manpower are 
available. However, the feeling is 
growing that limited production of 
electrical units may be permitted 
by the first of the year. 

Officials of Frigidaire division 
of General Motors, who take this 
view, met in Chicago last week 


“know-how” 


makes 


“how-to-do-it” 


AVIATION SERVICE MAGAZINE. 


Wiiye 549 West Washington Boulevard, Chicago 6, Illinois 


the Publishers of Motor Service Magazine—leader, 
23 years, among automotive service publications 


SOUGHT FORBY 


mor eat me is perfect among 
members of a clan—they speak the 
same language. 


@ The “how-to-do-it” editorial content 

of AVIATION SERVICE Magazine is in 

the language of the “men-responsible- 

for-service” because it’ is the product 

of members of the same clan—men 
who own, fly, maintain, repair and 
rebuild aircraft. Mechanical as 
well as editorial “know-how” creates 
genuine interest — establishes gen- 
uine value for the unique editorial 
content of AVIATION SERVICE 
Magazine. 


@ In advertising your products for 
aircraft service, benefit by the 
“know-how” that is genuinely 
appreciated and sought for by 
“men-responsible-for-service”. 

WRITE TODAY— for facts and figures 
on advertising 
to the aviation 
service industry! 


with newspaper advertising men 
to discuss pre-campaign plans. 
The company, it is said, now ex- 
pects to be back in production by 
next January with an improved 
variation of the °42 model. It 
won’t be volume production at 
first, but the natural assumption 
is that Frigidaire—with a definite 
product story to tell consumers— 
will break the news as quickly as 
possible in newspaper space. 


Tells of Consumer Aids 


The division, with an expanded 
advertising budget, has been con- 
tinuing its campaign of service- 
type advertising in national maga- 
zines, with copy based on state- 
ments by typical users of Frigid- 
aire refrigerators, home freezers, 
air conditioners and other units. 
In its current trade publication 
copy, the division points out that 
more than 11,000,000 copies of the 
wartime conservation booklets, 
“Wartime Suggestions” and “101 
Refrigerator Helps,’ have been 
distributed free to users, while 
more than half a million people 
have seen its 30-minute talking 
film, “How to Get the Most Out 
of Your Refrigerator.” 

These consumer aids, the com- 
pany says, have built “an enor- 
mous backlog of good will that 
will be reflected in expanded sales 
opportunities for Frigidaire deal- 
ers in the great peacetime future 
that lies ahead.” 

General Electric, which along 
with other major manufacturers 
in the field is doing everything 
possible to strengthen its dealer 
setup, reminds them in a recent 
trade publication spread that ex- 
isting G-E appliances are building 
future sales by running smoothly 
and efficiently. Every G-E re- 
frigerator covered in a_ recent 
checkup, the company said, was 
still running and 92.1% were in 
excellent condition. 


Admiral Builds Sales 


Admiral Corporation, a new- 
comer in the refrigerator field, last 
February purchased the electric 
refrigerator and stove lines of 
Stewart-Warner Corporation and 
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is ready to swing into pro: ictio, 
as soon as conditions perm, }, 
is telling prospective deal: hoy 
more than half a Dillion me: sag, 
in major magazines and ; Spa. 
pers this year—a “satur:tioy 
campaign—is stimulating |» er. 
in Admiral’s promise of p: tya, 
refrigerators, home freeze ang 
electric ranges as well as © poy 
line of radios. Current con:\mo, 
copy illustrates the units A: mira) 


intends to offer. 

Phileco Corporation, also 
paigning in magazines and 
papers, with local dist 
signing some of the latter 
pictures the prewar “advance: 
sign” of the Philco refrig 
including its separate comp 
ment for frozen storage. 
Philco in refrigeration after 
war,” consumers are told. 


11 Name Scheibner; 


Agency Adds Three 


Hugo Scheibner, Inc., Lo 
geles has been named as ad 
ing, publicity and merchandising 
counsel for 11 California fashion 
companies: Otis Gallent Originals 
Riviera of California, Junior Mis 
of California, Suzee Young, Susay 
of California, Royal of California 
Rita Hayes, International Sports. 


wear, Wismar Mfg. Company, 
Edith Phillips, and Gerald \ 
Greenclay. 

Vera A. Lubin, formerly ip 


charge of promotion for Tee 
Togs, Los Angeles, has rejoined 
the agency as fashion director 
Shirlee Petkin, formerly with Mil- 
ton Weinberg Advertising Com. 
pany, Los Angeles, has been 
named administrative assistant t 
Mr. Scheibner. Joining the copy 
department are Fred Stern and 
Jane Moyse. 


ABC to Meet 


Audit Bureau of Circulations 
will hold its annual meeting, lim- 
ited to one day, Oct. 19, at the 
Stevens Hotel, Chicago. Election 
of directors is the scheduled busi- 
ness and the annual luncheon wil! 
be omitted. 


Now...more than ever... 


YOU should 
look to Farthorn 


With the war making a big demand on person- 


nel, advertising agencies and advertisers must 
look to the best and simplest way to handle their 
production requirements. This can be accom- 
plished through Faithorn coMPLETE SERVICE— 
Ad-setting, Engraving and Printing, with art 
work and layouts — all under one roof. Why 
send cuts to one concern, type to another, 
blocks away, and then give your printing to a 
firm even farther distant? You can cut costs, 
eliminate worry and save TIME, TROUBLE and 
MONEY by having Faithorn do the complete job. 
Only one contact and one order necessary. Let’s 


get together. Write, or phone Whitehall 2300. 


FAITHORN IS THE ONLY CONCERN IN CHICAGO 
THAT OFFERS THIS COMPLETE SERVICE, 


AD-SETTING .- 


Faithorn Corporation 


ENGRAVING =. 
400 N. Rush Street * Phone Whitehall 2300 +« Chicago 11, Illinois 


PRINTING 
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Table Wine Use 
Up 18%, Industry 
Survey Reveals 


Francisco, Aug. 23.—More 
wine was consumed in the 
| States during 1943 than at 
me since repeal, despite the 
decrease from 1942 in total 
nption of all wines, accord- 
the eighth annual wine in- 
survey, Page 2 of which 
t been released by the Wine 


‘apparent consumption of 
ines in the U. S. last year 


re 1942 figure of 31,763,198 gal- 
bons by over 174%%. The Institute 
aid the shortage of table wines 
wring the year was less acute 
son that of dessert wines. Use of 

jessert wines declined nearly 33%, 
from 77,705,626 gallons in 1942 to 
9 162,708 gallons in 1943. 
fotal wine consumption in- 

ed in 17 states in comparison 
vith 1942, the survey shows. 
Vyoming, where wine use went 
ip over 47%, had the largest per- 
entage gain. Consumption of 
in the remaining 28 states 
re wine is available and in the 
istrict of Columbia declined, in 
seeping with the over-all national 
icture. 

National apparent per capita 
onsumption in 1943 totaled .74 
ballon, as against .84 gallon in 
1942. Consumption volume re- 
eded, because of the wine short- 
poe, from approximately 112,000,- 
00 gallons in 1942 to a little over 
3.500,000 gallons last year. The 
lecline—the first since repeal— 
was also ascribed in part to short- 
ges of transportation, manpower, 
ontainers, closures and other fac- 


ors. 


ichborn Heads Bendix 
Retail Merchandising 


Paul Hichborn, formerly mer- 
handise manager of Gooderham 
. Worts, Hiram Walker subsidiary, 
Detroit, has 
been appointed 
nerchan- 
fising man- 
bger of Bendix 
ome Appli- 
neces, South 
Bend, Ind. 

Mr. Hichborn 
las spent over 
) years in the 
lectrical appli- 
nce industry. 
or 10 years he 
was retail sales 
lanager of Rex Cole, Inc., New 
fork General Electric appliance 
listributor, and later sales man- 
ger for Electrical Housekeeping, 
leveland, also a G-E distributor. 
e later joined General Electric 
s retail merchandising manager 
f the air conditioning and heat- 
ng department, Bloomfield, N. J. 


Paul Hichborn 


o American Airlines 


Terrell C. Drinkwater, who re- 
ently resigned as executive vice- 
esident and general manager of 

nental Air Lines, Denver, has 
een elected vice-president in 
har of route development of 
american Airlines, New York. 


hitman Returns to B&B 


R. Whitman, vice-president 
iton & Bowles, New York, 
turned to active status from 
month leave of absence in 
igton first as deputy di- 
f OWI and later as director 
rationing for OPA. 
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Joins Ad Bureau 


Ormonde Russell, formerly with 
McCall Corporation, New York, 
has joined the copy staff of the 
research and promotion depart- 
ment, Bureau of Advertising, 
ANPA. 


Macauley Promoted 


Charles M. Macauley, formerly 
sales manager for the New York 
district, Pro - phy-lac-tic Brush 
Company, Florence, Mass., has 
been promoted to vice-president. 


43 
Bliss to ‘Fleet Owner’ 


Joel Bliss, formerly with the 
New York Journal of Commerce, 
has been appointed eastern adver- 
tising manager of Fleet Owner, 
monthly published by Ferguson 
Publishing Company, New York. 


Joins Jimm Daugherty Heads Inland Sales 


Lou Hersby, for the past seven H. C. Kenyon, for the past 10 
years conductor of a graphic con-| years divisional sales manager at 
sultant service and before that| Philadelphia for Minnesota Min- 
assistant production manager of | ing & Mfg. Company, has been 
Gardner Advertising Company, St.| appointed general sales manager 
Louis, has been appointed produc-|of Inland Rubber Corporation, 
— manager of Jimm Daugherty,| Chicago, subsidiary of Minnesota 
Gen'l Screen Names VP. nec., St. Louis agency. | Mining. 

Reg Evans, formerly with the 
Jam Handy Organization, New 
York, has been named vice-presi- 
dent of General Screen Advertis- 
ing, New York. 


GIBBONS KNOWS CANADA 
J.J. GIBBONS LTD. 


BAY sSTREE 
MONTREAL, 


ADVERTISING MERCHANDISING 


TORONTO, WINNIPEG, REGINA, CALGARY, EOMONTON VANCOUVER 


“ENTS BERNER “SRR eES 2 
aa SOR 


TEST TODAY'S NEW 
SOUTH WITH 
HOLLAND'S 


Ai 


B Their best BIB and TUCKER 


pk 


ation 3 Miggest Clothing Buyers 


They're smartly turned out, these Southern women. And 
they should be, for women in today's New South spend 
10 per cent more per capita on clothing than do women 
in any other section of the United States! Maybe it's 
because Southern women just naturally want to look 
beautiful — or maybe it's because there is more 
wealth in today’s New South than there has ever 
been before. Be that as it may, markets are march- 

ing South. In clothing, in cosmetics, in perfumes, 
Say. in jewelry, in hundreds of other products and 


coe 
Oy t 


ae commodities, your best market is in today's New 
cm South—and the best way to reach that market 


rel 
~ te BS 
Pie 


is with Holland's, the magazine of today's 
New South. 


4 rs, 
Hollands 


The Magazine of the New South 
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Atherton Reopens Agency 
Frank W. Atherton, who re- 


cently retired from active duty as 
district chief air raid warden of 
Wayne, Macomb and Oakland 
counties, Michigan, has reopened 
his agency, Frank W. Atherton, 
Advertising, at 908 Fox building, 
Detroit. 


Forms Sharp Associates 

Mary P. Sharp, who resigned 
July 1 from the promotion depart- 
ment of the Chicago Sun, has 
formed Mary Sharp Associates, 
specializing in advertising and 
fashion consultant work. Offices 
are located at 230 N. Michigan 
Ave., Chicago. 


FOOD 


If you can write about food 
enthusiasm . . 
and publicity . 
caliber""—there is a good job 
established, growing Chicago 


e held in confidence. 


A REAL FUTURE FOR THE WOMAN 
(OR MAN) WHO CAN WRITE 


. if you are familiar with food merchandising 
. . if you are agency trained or of “agency 


be friendly people who enjoy doing top-quality work and 
you will be given the opportunity to grow to the limits of 
your ability. Write freely and fully about yourself, as our 
ag 23 know about this advertisement and your reply will 


Box 5021, Advertising Age, 100 E. Ohio St., Chicago 11, Ill. 


COPY 


products with originality and 


waiting for you with this well 
agency. Your associates will 


Homemakers Plan 
Extensive Buying, 
Survey Reveals 


New York, Aug. 23.—Among 
homemakers who intend to build 
a new house after the war, 25% 
plan to buy entirely new kitchen 
equipment, a summary report of 
the latest American Home Reader- 
Consumer Panel discloses. Fur- 
thermore, the survey reveals, 
nearly two-thirds of all present 


kitchen equipment will not be 
used in postwar homes. 
The report contains replies to 


32 questions sent to 2,127 members 
of the panel in July. Of these, 
87% responded, with replies that 
revealed that most homemakers 
do not go in for “modern” furni- 
ture, but that many have modern 
pieces or intend to buy them. 
Preferences for coffee makers are 
evenly divided between vacuum, 
drip and percolator types. 

The survey disclosed that the 
average kitchen range in a panel 
member’s home is a gas range, 
seven years old. Gas as fuel 


“The center of gravity of world oil produc- 
tion is shifting to the Middle East.” That 
is the message brought back by eminent 
ecologist E. L. DeGolyer from an official 
visit to the Persian Gulf region. Facts back 
up his statement— projected expenditures 
in Saudi-Arabia- 


of $206 ; ,OOC 


as 


1 uch More 


m lraq and Iran. A lot of new 


names are figuring in the oil man’s gazet 
teer—Saudi-Arabia, Qatar, Trucial Oman, 
D 3 and Abu Durba ot to mention 

tar pla is Kuwait, Bel 
cl yn and Kan listant China 


WORLD PETROLEUM 


2 WEST 45th ST., 


READ BY OIL EXE 


WILL BE A BI 


EQUIPMENT CONSUMER IN 1949 


To readers of WORLD PETROLEUM 
every one of these oil field names is a ring- 
ing challenge, for upon the management of 
the international petroleum industry rests 
the responsibility for the development of 
these foreign fields 

To you as a maker of equipment or pur- 
veyor of any service to the oil industry, 
More 


these names, too, are a challenge 


roduction for an oil-hungry world is a 


joint responsibility — your resp nsibility 


NEW YORK 19, N. Y. 


CUTIVES EVERYWHERE 


G PETROLEUM 


BUILDING ALONG TOGETHER 


No more eager or responsive audience 
awaits your advertising than readers of 
WORLD PETROLEUM. Through 
their interest your message penetrates to 
the most remote foreign markets. It cov- 
ers the drilling, producing, refining and 
transporting end of the business. With 
WORLD PETROLEUM vour inter- 
mediary, you can help build the new 


post-war world of the future 


a 


UNDER THE 
MANAGEMENT OF 


REX W. WADMAN 


|}used by 67% 


is | 


will change or add to present 
‘house wiring to provide outlets 
for additional electric appliances 


|75% for insulation, and the survey 


of the respondents. | 

Slightly more than a third of 
the members plan to remodel their | 
bathrooms, and an equal number | 


and equipment they expect to buy 
postwar. 

More than half the panel homes 
are insulated, 61% having weather 
stripping and 69% having insula- 
tion installed in the attic between 
floor joists. Rock wool is used by 


reveals, insulation saves them an 
average of 19% in their fuel bills. 


Heads Proctor Sales 


R. M. Oliver, formerly assistant 
general sales manager of the Proc- 
tor Electric Company, Philadel- 
phia, has been elected vice-presi- 
dent in charge of sales. 


| 
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Increases Rates 


Effective with September j94, 
issue, Tool Engineer, Detroit... 
creasing its full-page single ing 
tion rates from $170 to $205. Othe. 
space rates have been increaca 
accordingly. The publication 
also granting a 15% commission + 
recognized agencies under t} 
rate setup. 


Butler Bros. Expands 


In a further step to expan, } 
merchandising program, [));1) 


ALLE? 
Brothers’ Los Angeles buyin; fie 
for women’s ready - to- wea) ha: 
been expanded to include pur: ha: 
ing of men’s and boys’ wear. The 
Chicago company has also trans. 
ferred its shoe buying and mer. 
chandising to its St. Louis brang 
where its shoe stocks are ware. 
housed. 


WWL Aavet. 
Feb. 1, 1941 


When You 
Think of 


.. . You Think of 


PAN AMERICAN CLIPPER 


FLYING IN FROM LATIN AMERICA 


5 
The Greatest Selling Power 
In The South's Greatest City 


50,000 WATTS 
CLEAR CHANNEL 


CBS AFFILIATE—REPRESENTED NATIONALLY BY THE KATZ AGENC 


NEW ORLEANS 


&e 


WWL—LAND 


WWL Dominates the NEW Deep 
Headed for PERMANENT Pros: 


NEW ORLEANS 
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ureka Executive {Retailers to Urge Early 


that Post 


Office employes 


must 


handle this year at least 60,000,000 


packages as 


compared to 


last 


year’s approximately 24,000,000 in 
addition to regular and Christmas 


mail. 


Retailers will urge tha 


t all 


overseas packages are mailed be- 


tween Sept. 


fore. 


Daroff-Botany Form 
Trade Relations Dept. 
N. Daroff & Son, Philadelphia, 


NRDGA |manufacturer of 
| suits, 


Botany 
has established a trade 


15 and Oct. 15, or 


be- 


“500” 
re- 


lations department to serve as an 
educational and information serv- 


ice for retail merchants holding 
its selling franchises. Heading the 


new department will be 
Waldo E. Southard, recently at- 
tached to the Adjutant General’s 
office, 2nd Headquarters, and pre- 


Capt. 


45 


viously a public relations execu- 
tive and retail merchant. 

The new department will coor- 
dinate advertising, promotion and 


selling programs of Daroff, Bot- 
any Worsted Mills, fabric pro- 
ducer, and retail merchants which 
they serve. 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. 
to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


Devoted 


044 Christmas Mailing 
be SEES 8,000,000 | Suggested advertisements, dis- 
1 Cleaners | plays, mosis yy pe up ma- 
ae ‘ ‘teria prepared by the sales pro- 
acuum és :itiiadeans ‘ 'motion division of National Retail 
1): t, Aug. —Froauction Of | Dry Goods Association just dis- | 
na D 
ney i.00 vacuum cleaners in the) | tributed to retail stores throughout 
_ w postwar years, which | the country to stimulate early 
vill vide jobs for many met mailing of overseas gifts. 
nd men now in the arm Working with the War Adver- | 
orc’ as forecast here last week | tising Council, OWI, War ~ | 
\.G. T. Stevens, vice-president of | Navy Departments and U. 
{ it re Vacuum Cleaner Com- | postal authorities, 
Pe ban — - ogy a | through retailers will emphasize 
hee “4 t stu ym aae y e co 
1as Po ng out that Eureka antici- 
ThelM tes an increase of 25% or more) 
ins, t production of vacuum | 
ner-Meaners in the first full produc- | 
NC on postwar year as compared | 
arefM.ith the last prewar year, and | 
100°, increase in the second full 
—Myoduction year over 1941, Mr. | 


Fovens reported that the company | 
ng on an “after hours” 
program on product design, engi- | 
eering, comprehensive market | 
idies, and dealer surveys as part 
f its postwar planning. 

Detailed 


questionnaires circu- | 
sted to distributors to ascertain | 
heir requirements are bringing up 


returns, Mr. Stevens said, 
is ample evidence of their | 
terest and an aid to Eureka in 
orking out new sales procedures 
t will be of maximum value. 


a = 
ov't, Business 
o Address | 
. 
Boston Conference 
Boston, Aug. 24.—Tomorrow’s | 
breign trade relations, coming | 
anges in distribution, and dis-| 
sition of government surpluses, | 
| be the principal themes of the | 
fth annual Boston Conference on | 
stribution at Hotel Statler, Oct. 
6- 17. 
im Speakers will include Malcolm | 
agp high commissioner for | 
: United Kingdom; William L. | 
batt, president of SKF Industries | 
nd vice-chairman of WPB; Joseph 
Rovensky, Chase National 
Bank; Dr. Paul H. Nystrom of | 
lumbia University; Thomas F. 
obyce of RCA; Mason Britton, 
irplus War Property Adminis- 
ation; Dr. Amos E. Taylor, di- 
ctor of U. S. Bureau of Foreign 
d Ernest 


1 Domestic Commerce; 
Olrich, president of Munsing- | 
ear, Inc., and head of Consumer | 
mmodity Disposal of the Treas- | 


y Department, and Quentin | 
eynolds. | 
——_———— } 
/rersharp Will Expand © 
| 


Eversharp, Inc., is planning con- 
jlerable expansion in magazine 
vertising this fall, with at least | 
le insertion weekly appearing in | 
me large-circulation magazine. | 
etwork shows on CBS and the} 
ue will continue. 


agle Picher Names Two 


Ne] on A. Blair, formerly assist- | 
t advertising manager and as-| 
tant to the vice-president of 
igle-Picher Sales Company, Cin- 
Mnati, has been appointed home 
sulation sales manager. Douglas 
ho has been with the com- 
for nine years, has been | 
industrial insulation sales | 


0 Arthur Kudner 
5 ‘n Ermoyan, former art di- 
of Beaumont & Hohman, 
and George M. Failes, | 
with Paris & Peart, New 
ive joined the art staff of 
Kudner, Inc., New York. 


Ve can't get larger space in 
- nich to tell a most important 
“a ory —"’Meet Your Contrac- 
‘builder Customer.'"* 
Send for a sepy of this 
oklet, just off the press, or 
k your advertising agency 
out it. 
hese are the men that ere going to 
the building that ell the talking 
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Kirkman to Sweets Co. | Cocktfield Brown Named 


James A. Kirkman Jr., general Pilkington Brothers (Canada), 
sales manager of Gottfried Baking | Toronto glass manufacturer, has 
Company, New York, since last | appointed Cockfield Brown & Co., 
February, has been appointed sales| Toronto, to handle its account. 
manager, grocery division of the| Bruce Young, recently discharged 


Sweets Company of America,|from the Army, and before that 
Hoboken, N. J. Previously Mr.| with Collins & Aikman, Toronto, 
Kirkman was assistant manager|and Vickers & Benson Ltd., Mont- 


of consumer yeast products for 
Fleischmann division of Standard 
Brands, New York. 


real agency, has been appointed 
advertising and sales promotion 
|manager of the company. 


but it denies the report that 


ADVERTISE IN | 


“I! 


RTHWESTERN 


No 


Onl 


Charles Sorensen, its president, 
| already has a Soviet order 

| 1,500,000 Willys jeeps. 

* * * 

| Anthracite interests, fighting a 
|round-the-clock battle for a big- 
ger share of tne home and com- 
|mercial heating market, are opti- 
|mistic about the postwar chances 
of a kind of “heat jeep’—a 75- 
|pound piece-of-pipe furnace. The 
unit, completely automatic, sub- 
| stitutes a fast-burning fire for the 
|present method of burning hard 
|coal in a large firebox. Employing 
}an 18-inch length of pipe, the unit 
|can’t be installed in existing heat- 
|ers and, more important to the 
| industry, won’t work with soft 
| coal. * * # 

A new vitamin feed concentrate 
department, nearing completion at 
the Waterloo, Ia., plant of the Soy 
Bean Processing Company, a Bor- 


% 


A selling job 
work, too in booming 
Wichita! For Wichita has 


the perfect set-up for rec- 


is smooth 


ord-breaking sales today 
and tomorrow! Wichita’s 


doubled has 
likewise doubled its buying 


population 


power per family. This lush 
spendable income is_ re- 
flected in $16,000,000 in re- 


tail sales monthly, topping 


Miss June Craft, 
Company, 
Sooby, Cessna office worker. 


every city in the great South- 
west; in second place for 
Nati 


. and Aviation is here 


sales increases in the entire 


craft center today 


easiest ‘push-over’ market. 


Your sales increases in 
Wichita will stick if you 
stick to that Selling 
Station in Kansas’ Rich- 


est Market - - - - 


CBS 5000 WATTS DAY & NITE 


who paints fuselages for Cessna 
does @ smooth liquid stocking job for Miss Betty 


on! Booming Wichita is an air- 


its basic wealth in agriculture and oil, Wichita will remain your 


KFA 


WICHITA 


ASK ANY PETRY OFFICE 


- 


for | 


Willys - Overland Motors isn’t | 
going to pass up any postwar ex-'to add $1,000,000 or more to the 
port orders it can meet profitably, 


| 
| 


| 


| 


Aircraft 


Cessna photo. 


to stay! Backed by 
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f 7 
Oregon Journc! 
Acquires Contr] 
den Company division, is expected of Station KAL! 
monthly volume of business at the de Oe te ad 
plant. Installed at the request of |* ic has been acquires. /BS 
the WFA, the department will entirety by the Gon , - its 
supply these concentrates to com-| Vit transfer of Hla i nal, 
mercial livestock and poultry feed proved by the Federal Co, ap- 
mixers in states west of the cations Commission, it y = 
Mississippi. » * nounced here today. bas 
, es Ss Since 1935, KALE h: Y 
Although whisky supply still is operated in Sentienetion een 
far short of demand several dis- KOIN, Portland’s CBS out. _ 
tillers will have record advertising| journal having had am the Bee to 
‘preot wig "ya minority fmmountry tc 
expenditures in 1944, to put their|interest in both stations. | \der Mmasting lice 
brands in a stronger postwar COm-|the new setup, the Journa wil] Mgeke its rig 
petitive position. National Dis- have no ownership or affiliation es 
tillers’ record $5,000,000 this year | With any station other than K LE “Un 
(AA, Aug. 21) will be at least P. L. Jackson, publisher of the n ty ca 
10% larger than in 1943. Park & Journal and president of KA LE ation to 
Tilford has expanded advertising announced that Charles E. Cc aii, a FM st 
consistently since repeai and will advertising and promotion ihe en # h will 
spend 25% more in 1944 than in ager for the KALE-KOIN si bi. eal ‘it 
1943. nation, would become manager offmrams,” ON 
KALE, effective immediately. Nor. To id 
NBC Booklet Tells man A. Davis has been namedfMMove! as 
. ercial manager of the sta-MByggests th 
Radio's News Role gg ee 
How radio has collected and een nly re 
distributed world news from 1931 . Jiable me 
through D-Day this June, as told Harrison Agency Plans ns woul 
in terms of the service of NBC’s| Two Perfume Campaigns f commert 
news room, is the theme of “The Nissy Parfums, New York Mxtreme cli 
Fourth Chime,” 176-page book|through its newly - appointedfife bad tas 
published in a limited edition by|agency, Lester Harrison Asgo- Sen 
the NBC promotion department, |ciates, New York, is beginning a ‘ 
under the supervision of Charles|newspaper campaign for Casbah The seri 
P. Hammond, director of advertis- | and Mei Ling perfumes and toiletfynership | 
ing and promotion. water, using two black-and-whitelMctributed 
Taking its name from the confi- | ads, and six rotogravures in news-frouchout 
dential ‘alert,’ a fourth note} papers. Campaign starts the endfhesis that 
added to NBC’s three-chime sig-|of August in several key cities. f the peo; 
nature in times of emergency to This agency is also placingM current] 
summon the network’s staff to|small-size newspaper ads in sey-fbfore the 
their posts, the book opens with|eral cities for Parfums Charbert,ore time 
|“Prelude to War, 1931-1937,” and|Inc., New York, announcing Char-f§yned stat 
then covers the war years until! bert’s new perfume “Fabulous,” tofeation of 
the news flash which heralded | be distributed nationally in Sep-fbor-owne 
D-Day. In addition to some illus-|tember. On Sept. 1, Charbertif The mo: 
trations never before published,| plans page ads for the new per-Mat the ur 
the volume contains specially se- | fume in a large list of national andfyncil no’ 
lected photographs of domestic | local magazines, and on Sept. 10fwspaper 
and foreign news photo services, | will promote the product in 75 toffnile to he 
government agencies and other|100 newspapers throughout thely service 
United Nations groups. country. in reach 
ublic dail 
” ibsidy pre 
‘ fel ot als to lis 
a ward the 
ifts of 25 
kar woulc 
le cost of 
n, CIO } 
’ FY ‘Radio, 
NEW WAYS TO REDUCE | oo 
yi rth of e 
i st foods 
e | Biel its ow 
ing Cost |F: 
: nara os 
Duplicate | oe 
Bmeeners f 
BY LAKE SHORE ile article 
4 Cites 
To further augment its present streamlined service, 4 ‘ _ “ 
Lake Shore created Reillytypes. They cut pro- | oe 
duction time from 3 to 5 days—and effect a ( ace 
substantial reduction in cost. The following are : vhick 
some of the contributions of Lake Shore to repro- 4 a 
duction processes that have made it an acknowl- i lic 
: ‘ ; W 
edged leader in this department of the graphic arts. om 
‘A ir an 
@ Reillytypes—Exclusive—protected by U.S. Patent. | & ooh 
a. 
@ Origitone—Exclusive—copyrighted—patents oa 
pending. bi 
| @ Photo-tone Mats—copyrighted—patents pending. : 
@ Leaders in use of Tenaplate Molding, Silver Spray — 
and Direct Pressure Mats. ‘ 7 
@ Creators of improved technique in electrotyping 
and mat making. 
DIRECT PRESSURE MATS ' 


418 SOUTH MARKET ST. « CHICAGO 7 
WABASH 3304 


STEREOS « ELECTROS 
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Unions Told 


ngton, Aug. 23.—How to 
lio station with a mini- 
‘dtention to advertising is 
.ct of the last of a series 
es in the “CIO News” 
inions throughout the 
to apply for FM broad- 
censes “so that labor can 
rightful place on the air- 


leaders in every com- 
can survey their local 


on to make sure that at least 
‘i station is being planned 


ill pledge itself to free 
fair play, and better pro- 
ye article suggests. 

id one of the worst evils, 
mmercialization,” the CIO 
that advertising be sold 


etween programs and then 


reputable firms handling 
Union sta- 
suld also “limit the length 


‘commercial announcements, the 
xtreme claims made in them, and 
e bad taste usually displayed.” 


Sent to CIO Papers 


The series of articles on union 
wnership of FM stations has been 
tributed to local CIO papers 
hroughout the country on the 


th 
Lilt 


currently 
fore the FCC in an effort to get | 


hesis that FM “is the future voice 


people.” Though the CIO 
pressing complaints 


pre time for labor on privately 
wned stations, it hopes to inspire 


eation 


of a nationwide net of 


bor-owned stations. 


The 


most recent article notes 


mat the union or industrial union 
uncil now publishing a weekly 


pwspaper 


may find it worth 


hile to help support a commun- 
y service station “over which it 


in reach 
ublic daily.” 


its members and the 
In addition to the 


ibsidy proposal, CIO suggests ap- 
als to listeners for contributions 
ward the operation of a station. 
ifts of 25 cents to $1 a family a 
ear 
le cost of a magazine subscrip- 
n, CIO points out. 


‘Dori 
Radio, 


would be but a fraction of 


which had proved its 


bility to sell billions of dollars 


Bin ¢ 
ng 


pieners 


+} 


Auli 


of everything from break- 


st foods to motor cars, can also 
ll its own services; there is no 
ason why a station cannot sup- 
rt itself in whole or in part by 


5S 


its own facilities to ask 
for the funds needed,” 


e article asserts. 
Cites WHCU Experience 


Noting that a combination of 


se techniques could place the 
lation on a sound economic basis, 
€ CIO mentions the experience 
it WHCU, Cornell University sta- 


l 


tvert 


DOrON 


vhich limits the amount of 
sing it will sell, reserving 


mately 80% of its time “in 


public interest.” The WHCU 
ple was cited last spring by 
Commissioner Clifford J. 


an address to the Greater 
1d Radio Council. 
ilso mentioned the opera- 


' WRUL, Boston, which for 


upported itself on listener 
tions, and WQXR, New 
hich “at one time achieved 


remember, Dad, Harry 


n announces over WF DF 


| 
| 


a considerable income from selling 
its monthly program logs to the 
public at $1 per year.” 

“Labor participation in FM need 
not be limited to labor’s own sta- 
tions,” CIO noted. “In some com- 
munities radio councils can be 
formed composed of all interested 
organizations in the community to 
operate a non-profit FM station.” 


Romig Aquires Black Co. 

W. L. Black Advertising Agency, 
Reading, Pa., has been purchased 
by Ivan B. Romig, former pub- 
lisher and advertising director of 


Sports Afield. W. L. Black, 
founder of the agency, has ac- 
cepted an overseas assignment 
with the armed services. 


Two Join Doherty 


Velma Coates, formerly with 
Benton & Bowles, has been ap- 
pointed head of radio commercial 
traffic of Doherty, Clifford & Shen- 
field, Inc., New York. Ruth Love- 
aire, also previously with Benton 
& Bowles, has joined Doherty, 
Clifford & Shenfield as a radio 
commercial writer. 


Two Join Wank & Wank | 

William Clyde, recently dis-| 
charged from the Army air forces | 
and formerly with J. Walter | 
Thompson Company, and Roger V. | 
Loutz, specialist in Latin Ameri- | 
can business relations, have joined 
Wank & Wank, San Francisco 
agency. 


Jacobson Appointed 
George H. Jacobson, for the past 

nine years assistant advertising 

manager for the Standard-Exami- 


ner, Ogden, Utah, has been ap- 
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pointed advertising manager of 
Intermountain Commerce and In- 


dustry, new monthly publication 
for business, industry and agri- 
culture published in Salt Lake 
City. 


R&R Promotes Three 


Howard B. Ketting, account exec- 
utive of Ruthrauff & Ryan, Chi- 
cago, Haakon Groseth, in charge 
of the agency’s merchandising, 
and Albert R. Callies, head of the 
media department, have all been 
elected vice-presidents of the com- 
pany. 


The Pacific Coast, too, 


HAS TWO TO WOO! 


: 
tre 
arte 


The Pacific Coast is divided in half, and to successfully 


woo both halves with radio. you have to use the Don 


Lee Network. For half the retail sales are made OUTSIDE 


the counties containing Los Angeles, San Francisco, 


Oakland, Portland and Seattle, and only Don Lee com- 


pletely covers this OUTSIDE HALF. 


Most markets in the “outside half are surrounded by 


mountains, and long-range broadcasting wont work. But 
Don Lee, with 36 local stations, broadcasts from within 
each of these mountain-surrounded markets. A special 


Hooper survey (276,019 calls in 33 cities) showed 60 to 


1 ey 
ba se 


100° of the listeners in many of these“ 


are tuned to Don Lee stations. 


outside” markets 


Here’s some interesting “inside” information: When 


Jack Benny added a Don Lee release recently, he got a 


higher Hooper rating on Don Lee than on Network A, the 


network he’s been on for years. Point Sublime’s Hooper 


rating jumped from 8.9 to 12.4 since switching to Don Lee 


from Network B. When Lowell Thomas changed from 


Network C to Don Lee, he gota higher Hooper in 3 weeks. 


If you want to woo and win both halves of the Pacific 


Coast. BUY DON LEE! 


LEWIS ALLI 


Repre sent 


THOMAS S. LEE, President 


N WEISS, Vice-Pres. & Gen. Mer 


5515 MELROSE AVE., HOLLYWOOD 
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The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and ‘‘Represen- 
tatives Available,” 50 cents a line, minimum charge $2. Terms 
cash with order. All other classifications (single insertion rates): 
¥Y% in., $3.50; 1 to 3 in., $6.50 per inch. 

WORKERS SUBJECT TO PRIORITY REFERRALS 
MUST BE CLEARED BY THE USES OR OTHER 
AUTHORIZED CHANNELS. 


HELP WANTED 


HELP WANTED 


Can you write sound direct-mail 

OUR CLIENTS NEED MEN copy that sells business and pro- 
. fessional men? Or Vv ack : 

whose record and experience in advertising, vertising Saaationee Got co : a 
sales and management can stand rigid in- : any be sad ts 
spection. like to write clean cut, straight- 


forward English? Established Chi- 
cago company (AAA 1) offers college 
trained man, 30 or thereabouts, good 
starting salary, finest associates and 
working 


Positions open from coast to coast. 


Free booklet, ‘“‘How to Match Men and Jobs” 
sent on request. 


PERSONNEL CONSULTANTS ‘surroundings with every 
opportunity to grow, succeed and 
‘“‘matching men and jobs’’ | prosper. Address: 
8 South Michigan Avenue ANDover 3129 Box 5027, ADVERTISING AGE 
CHICAGO 100 KE. Ohio St., Chicago 11, Ill. 
(Solid firms seeking sound men only are “a 


SPACE SALESMEN WANTED 
Trade Papers—Magazines 
Chicago-New York Territories 
GEORGE WILLIAMS—Personne! 
209 S, State St.—Har. 2063, Chicago 


OLD ESTABLISHED 


solicited) 


ARTISTS WANTED 
Photo Retoucher, Lettering and Lay- 


and prominent 


out man, also Illustrator wanted for | machine tool builder located in Con- 
well established Art and Photo]! necticut has position for a qualified 
studio. Write, giving experience and |and capable man to take charge of 
salary desired. advertising, cataloguing, direct mail 


HITTLE STUDIOS 
199 West Market 
Akron 3, Ohio 


LTD. 
St. 


and sales promotion work. 
Box 50038, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, Ill. 


~~ ADVERTISING ASSISTANT 


| RESEARCHER - STATISTICIAN 


HELP WANTED es 
to 


| take charge of major national maga- 


zine consumer panel, Experience in 


drafting questionnaires; ability to 
analyze returns via own computa- 
tion and direct I.B.M. card opera- 
|}tions essential. A real opportunity 


|for right 


| experience, 
|samples of copy. Sell us in your first 


|} ticulars 


|} returned 


man or woman. 
Box 5028 ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
COPY WRITER WANTED 


Creative man for fast-growing 
Omaha agency. Must be able to 
think out sound selling ideas and 


put them down in black and white. 
Mail order or agency experience pre- 
ferred. Here’s your opportunity to 
graduate quickly from copy man to 
account executive. Write stating 
qualifications and send 
letter. transferred 
Mort Duff, 
Agency, 


We can get you 
to this job. Write today. 
France-Duff Advertising 
Omaha 2, Nebraska. 

ADVERTISING, PUBLISHING 

SALES AND MERCHANDISING 

POSITIONS 
FRED MASTERSON 
SINCLATR-MASTERSON 
PERSONNEL 

310 S. MICHIGAN, CHICAGO 

20 YRS. ADV. EXPERIENCE 
WANTED—MANAGER for business 
paper. Office assignment with possi- 
bly some travel later. Executive 
experience and agricultural back- 
ground preferred. Draft exempt or 
serviceman. Give full par- 
in confidence. 
Box 4959, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. 


HPPONORABLE AGENT (N 


SOUTHERN CALIFORNIA 
REPORT? FAILURE OF TOKYO 
PROPAGANDA BROADCASTS! 
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? “THE PEOPLE’S STATION” 
LOS ANGELES 


“A \ 
3 LONG BEACH 


REPRESENTED NATIONALLY BY SPOT SALES, INC., NEW YORK ® CHICAGO 


OWNED AND OPERATED BY 


Angeles-Long Beach area listen to KGER! Many advertisers who want to sell 
economically to the more than two million prosperous consumers in this area 
use KGER year after year — and get results! © There are good reasons, of 
course: KGER gives you complete coverage of metropolitan Los Angeles and 
Long Beach, at rates that make KGER one of the best buys in radio. Why not 
consider KGER for your Southern California advertising schedule? 


5,000 WATTS, DIRECTIONAL 


MERWIN DOBYNS 


SAN FRANCISCO LOS ANGELES 


outhern California WAR WORKERS §f 
LISTEN TO KGER!”’ 


Takahashi isn't the only one who has found out that working people in the Los 


aes BS sl 
COPYWRITER—INDUSTRIAL 


| Fast growing Chicago agency offers 


real opportunity to topflight writer 


and idea man, capable of writing 
consumer copy also. Small, well- 
regarded, hard hitting organization 
of congenial people. You'll like it 
here... and we'll like you if you 
take pride in being an important 
part of a result minded outfit. This 


job offers postwar permanence, Write 
fully in confidence, Our people know 
of this ad. 
sox 5014, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING 
PRODUCTION MAN 


ixperienced in buying engrav- 
ings, composition and _ print- 
ing, and handling completion 
of advertisements and direct 
mail. Reply will be confiden- 
tial. Must comply with WMC 


regulations. 


Box 5008, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


LAYOUT ARTIST WANTED 


Creative man for fast-growing 
Omaha agency. Must be able to do 
finished ad, catalog and broadside 


layouts, some artwork. Unlimited 
opportunity. Ideal working arrange- 
ment. Clean, well - lighted = studio. 
Nationally known clients. If you’re 
interested we can get you trans- 
ferred to this job. Write outlining 
your experience and qualifications. 
Give complete information in first 
letter and send samples. They'll be 
returned promptly. Write Mort Duff, 
France-Duff Advertising Agency, 
Omaha 2, Nebraska. 

ADVERTISING SALESMEN 
For National Advertising Staff of 
leading Daily and Sunday in Mid- 
west City of 500,000 population. 
Must be fully experienced in na- 
tion solicitation, have good back- 
ground appearance and personality. 
Write giving full details, salary ex- 


pected, ete. Excellent opportunity. 
All replies confidential. 
Box 5006, ADVERTISING 


AGE 
___100 E. Ohio St., Chicago 11, Ill. 
NEWSPAPER REPRESENTATIVES 
wish salesman for their Chicago 
office. Write giving age, experience, 
references and salary expected. 

Box 5013, ADVERTISING AGE 

100 FE. Ohio St., Chicago 11, M1. 

I NEED A WORKING ART 

DIRECTOR 

It’s a swell job with a swell future. 


We do everything here—display 
posters (silk screen) ads — circu- 
lars—catalogs—in letter press and 
offset Can you fit in? Tell me 
how. 

Edwin Freed 

1233 6th Ave. 

i Fe OM. eT 


CREATIVE SALESMAN for Letter- 
press Plant in Ohio to develop new 
business and contact present clien- 
tele. Must be a sales builder and 
have sound business judgment. Rec- 
ord and Draft status and basic re- 
muneration. 

Box 5012, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Advertising Age, August 29. 1944 
POSITIONS WANT! 


YOUNG VETERAY 


Agency experience. Want 
ition in New York. Comme 
publicity, radio, direct ma 


Box 5010, ADVERTISING 7 
W. 42nd St., New Yor! vs 
TECHNICAL WRITER, 36 
ing, Editorial, Engineer, 
tronic) experience. Creati 
preferred. 

30x 5026, ADVERTISIN: R 
330 W. 42nd St., New York \v 


330 


I HAVE THE IDEAS and ted 
“put them across” in writ 

have the position. Some 
orthodox background but 

lated to enable me to unde: 


h man equation and ther 
valuable in advertising fie| 
man, 42, now in Calif., but stings 
immaterial. Highest person atin 
ences, 

30x 56015, ADVERTISIN(G E 


100 E. Ohio St., Chicago | il 


PRODUCTION MANAGER 
—desires position with hi 
advertising agency. 10 year Kper 
ence in advertising and pri: r 
30x 5033, ADVERTISING AGE 
100 KE. Ohio St., Chicago | 11] 


REPRESENTATIVE WANTED 


NEW YORK REPRESENTA. 


TIVE FOR WEEKLY PUBLI- 
CATION WITH 1,200,000 CIR- 
MEMBER 


CULATION. OF 


A.B.C. State experience and 
give reference in first letter 
All correspondence strictly 


confidential. Address 


Box 5016, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, | 


REPRESENTATIVE AVAILABLE 


Southern California Assignments 
wanted representing trade class 
mass magazine, agency, services 
interviews, research, feature writ- 
ing. Part-time or free-lance basis 
Les L. Finkle, 1201% South Ogder 
Los Angeles 35, Calif. 


MISCELLANEOUS 


FOR IMMEDIATE SALE: Rel [adi 

Transmitter 1 Kilowatt 115 volts A 
Communicate with: 

Humberto Gonzalez 

220 West 42nd St., N. Y 


. 18 
WISCONSIN 7-1166 


first 


INDUSTRIA 
AVERAGE senthe © 


AT ALL TIME HIGH PEAK 4 


Stability is Worcester’s middle name. Twice now, for 
the first five months of 1943 and 1944, Worcester’s 


Average Industrial Wage has reached $47.22*. This 
all time high figure is enough to indicate the tre- 
mendous, steady, buying potential of this important 


\n 


Central New England Market. Watch for WTAG’s 


ratings to show you how BIG this station is, inside 


of a BIG Market. 


* Worcester Chamber of Commerce. 


PAUL H. RAYMER CO. Notional Soles Representatives “4 
< 6G 
WIAG Jy 
WW LAG AGH WORCESTER 
OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 
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. Carr of Time. After a week’s The PPNC waste paper commit- 
pe Chance of Sterling Salesmen training, they have gone out “on| tee was organized in May to work 
) 


with the Victory Waste Paper ARE YOU 


’ - ’ the road.” 

Go on Vacation Sterling has sent a card to every |Committee of American News- EFFECTIVE 

sb idi N C t druggist pape Paonia ge an-| paper Publ Jn hers Association, —in selling America’s 13 

N nouncing tha ese men will not| headed by Edwin S. Friendly of million Negroes? Maybe not. 
AYO! ing CW U 5 to Collect Paper see them again until October. ‘the a York Sun, and other rocky commenting, ab wane 
le New York, Aug. 24.—All sales-| Between Oct. 15 and Dec. 1, part| groups in combatting an expected | | vertising, and research o Pees er 
men of the Bayer, Cummer and |of the sales forces of the Centaur| summer slump in collections. erent aid to you, We service pepe cee 
R fl aper ud as Watkins divisions of Sterling and Phillips divisions of Sterling | A special pulpwood cutting | ce aaa Gee lar fee “ 

N. Drug, Inc., have been put to work | will help collect paper. All told,| drive by PPNC, under Arch Craw- Market Facts today. 


tinued from Page 1 |on waste paper salvage for the|110 men from the five divisions | ford, on leave from The Saturday | 
tinued f we 3) Evening Post, is under way, and a | DAVID J. SULLIVAN 


a é 3 |six-week period Aug. 15-Oct. 1,| will take part in this work. 
q peta es | aiding in this part of the program Other large drug manufacturers | paper conservation group, under ppt Magy yt AM a 


> * sreed to revisions in in-| °f Periodical Publishers National|are expected soon to announce! Arnold S. Friedman of Chain Store 545 Fifth Avenue, New York 17, . Y. 
br se requirements. Committee, headed by William B.|similar plans for their salesmen. | Age, has started work. | 
Th . the entire paper situa- 


still unsettled, with pulp 
tions and fourth quarter 
plies in doubt, it is known that 
 WPB printing and publishing 
‘vision is asking for the same 
mount of paper for the fourth 
yarter that publishers have had 
earlier portions of the year. 


Revive Scare Rumors 

ses Reports circulated that pulp ex- | | N T E R N A T a tL N A L 

rts from Canada may be cur-| oe 
iled late this year because un- | et, : 
pvorable weather has interfered | 


l n) 


— 


e558 


ith shipments, but these reports | sil 
re reminiscent of similar scares | a 
\- hich have been discussed almost 


. arterly since the paper crisis de- 
LI- sloped last year. 
Officials of the printing and 
wblishing division remained firm 
OF » their belief that nothing in the 
esent situation would justify a 
nd rther 10% reduction by publish- 
; unless the requirements com- 
ea jittee has information which has 
t been available to members of 
ne dI\ ision. 
In agreeing to ask the same 
nount of paper for the fourth as 
GE lier quarters, printing and pub- | 
shing officials noted that this 
I ould actually mean further tight- 
ing of printing paper supplies, 
‘ause fourth quarter quotas, cov- 
ng the holiday season, are 
rger than those of any other part | 
the year. 


BLE Used 902,528 Tons 


During the fourth quarter of 
vices f—p43, for instance, newspapers used 
Writ-##)2528 tons of paper, compared | 
‘Mth 797,345 tons in the first quar- | 
r, 853,143 in the second, and 776,- 
9 in the third. These figures are 
om the Bureau of the Census 
Radio acts for Industry” series, Special | 
ts ACHenort C of the pulp and paper | 
ries. Magazines likewise used | 
8 rgest amounts of paper during | 
e fourth quarter of 1943, despite | 
anges in the quotas as the paper | 

sis developed. 
To close the gap between author- 
feed Quotas and equal supplies, offi- | 
als are studying a number of | 
anges designed to plug holes in | 
le orders. Newspapers, for in- | 


a og will be permitted to 4 a 
| Bae inventories f the | 
MMMBrd to the fourth quarters. i /niting Handy A ndys of Kast and yy est 
s mounts of paper available for | 


ecial publications will be limited 
id reduced. 


At the suggestion of WPB offi- Y . . : 
als, the commercial printers| anks have long strengthens International Cooperation. 
freed to further reductions of | | d f = I | : esdlens } : 
eir inventories during the fourth seen prou ot their n the paper industry, too, cooperation 
larter. They also asked that 18,- ‘ . &. ss , ‘ > Aaw u » realizes 
iia a fanaa staal Ueanin ‘we mechanical skill, But is the order of the day. No one realizes 
' WPB orders be released for in far-off Lran all actual better than International that only 
uring the crisis period. , . ‘ 
cial adjustments would be| repair work on thou- through conservation and salvaging of 
n printers’ quotas to permit | - ] fA = en he w: lemands f. his vital 
' this heavy paper, and cus-_| sands ot American paper can the war demands for this vita 
ers would be urged to buy the trucks en route to material be met. 
avy stock as a service to the war | ae ; ’ : 
ort | Russia is done by native lranians—with 
tneson Joins WLW a minimum of tools. Yank soldiers mar- * BUY MORE BONDS x 
eorge R, Jeneson, formerly on | , hi i ity 
» fc | is unexpected ingenui 
es staff of Station WSAI, vel ‘ . i I _ 5 nae call 
iti, has been named com- Iranians the world’s best make-shift 


; ) ralite voor oy ya Find saa meckunion GS, / 7 bi / 
aig. who hes | tenasiorved "to : : he (Z CHO MONE 
Chicago office. Work well done under such _ dif- 


ficult conditions wins lasting respect — PAPER COMPANY 


220 E. 42nd ST., NEW YORK 17, N.Y. 
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| 
Shades of Sherman! She called it nor, 
er 


Yankee Invasion 
of Georgia 


SNE 8 


nr 


, 
3. 
+} 
Te 


* epee a certain fame came to Violet Moore. 

She wrote for The Journal a story about daughters- 
in-law. Northern girls and Western girls who succumbed 
to a Southern brand of woo, and as soldier and sailor 
brides were marching—not through—but into the homes 
and hearts of Georgians. 

Violet Moore, of Montezuma, Georgia (pop. 2,346), 
and more than 200 other local correspondents write 
about their towns and people, their troubies and joys 
What they write, The Journal prints—and small town 
Georgia repays with that steadfast loyalty of which 
small town people are capable. 

In all Georgia — in all the South — no other news- 


paper ever had so many readers. 


Che Atlanta Zournal 


e Like the De, 


"*+ Covers Dixi 


194,036 daily, 249,918 Sunday. Represent- 
ative : Sawyer-Ferguson-Walker Company. 


50,000-watt WSB is the Journal station. 
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D . Time; it mailed out m 2 

Consumer Drive 2.0% exis consumer as 
business papers; hit the di, fo 


s |lists with two’ ther booklets. hag \ 

or 0 u OW its specialists address hund 4: , 
|luncheon meetings and envy inee, 

‘ ing societies; placed score 4 
cles in appropriate me and 

Record Stride plugged the consumer boo </et ,, 
its network show. 
The other booklets are * \oq, 
flow Control System for Posty. 
Home Heating and Air Conditiog, 
ing,” a technical outline for , 
neers, architects and similar gp 
cialists; and “Pennies or Dollar 
for You in Postwar Heating” 
smartly designed presentation 
dealers to drive home the poi 
that the heating industry mug 


(Continued from Page 1) 


records in the firm’s promotional 
history. 

The same theme was plugged in 
other media, part of a campaign 
for which Harry Jenkins, Modu- 
flow sales chief, was working out 
a sales program to reach every- 
body from consumer to wholesaler 
to jobber to manufacturer. 


Se 
ao Ss 


f 


abs realize that the heating it i 
Me Sig Byes. Bg ve the most important single item q 
4 construction in a home beside 


matic control of heating, meant a 
prime educational job and the 
company embarked on the task of 
creating its own market and per- 
suading 35,000 dealers to get be- 
hind it—before it had any sub- 
stantial number of Moduflow units Company meetings in Minne. 
to talk about, and none for sale. apolis, Chicago, Cleveland and 

To show the consumer that the} New York, based on offices in 3 
investment of a comparatively few) U. S. and Canadian cities, with 4 
|more dollars would give him un-| zone, branch and district organi. 
matched comfort and to convince | zation, were the scenes for pres. 
the dealer that a tremendous and | entation of Moduflow to the entir. 
|completely new market was possi- | organization. 
| ble, a campaign was organized in-| Not that Minneapolis-Honeywel 
|corporating radio, magazines, trade| was risking a major advertisin 
| publications, direct mail, luncheon | and promotional outlay on an un 
land 1 engineering society contacts,| tested product; far from it. Thd 


the roof and the four walls—anj 
to study the profit possibilitie 
thereof. 


Company Meetings Held 


and personal calls. control had long been tested and 
P proved _ satisfactor for larger 
| Provides Sales School structures such A apartments 
Part of the program is a school schools, commercial and industria] 
in which specially tested sales | buildings and war plants. Honey 
|personnel learn all about Modu-j| well engineers later worked 
lflow in a two weeks’ course and|the idea for Moduflow section; 
|are then ready to sell the innova-| heat control to be incorporat 
tion. ; |into plans for new homes and con 
Minneapolis-Honeywell, still re- ‘trolled Moduflow continuous flow 
minding readers that this new | for already constructed residences 
home development was a thing of |The firm’s advertising agency 
the postwar future, placed con-| Addison Lewis & Associates, com 
sumer insertions in nine national| bined the idea of modulation an 
magazines, including American| heat control to produce the nam 
Home, Atlantic Monthly, Better | Moduflow. 
| Homes & Gardens, Collier’s, House| Test installations in homes have 
|and Garden, House Beautiful, Life,| been in operation for more than a 
| The Saturday Evening Post, and|vear and results give the company 
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t confidence necessary to 
ify its long-range program. 
Announces Units Ready 


ip until Aug. 14, the theme 
yvidespread promotion was 
tinneapolis - Honeywell had 
tention of releasing Modu- 
til we have fulfilled every 
our duties and responsibili- 
the Army and Navy . 
i» country.” Then in News- 
‘ that date a one-page black 
1ite poster-type insertion 
inced: 


. : . ell 
“You cannot enjoy maximum 


vin 


ting comfort unless your home 


ped with the new Modu- 
trol system developed by 
.polis-Honeywell .. . Modu- 
now available for installa- 
limited number of homes 
any type of automatic 


eating plant. The cost is surpris- 


‘ly reasonable.” 


A note urges 

‘reader to use the coupon for 

py of the company’s cOnsumer 

which now includes a 

slip pasted to the cover bear- 
s message: 


“Many thanks for your interest 
n postwar heating. Since this 


soklet was published, WPB has 


eleast 


maT) 
lal 


ry] 


Y C 
OLS. 


anter 


ted 
yste 
tall 


19° 
455 


ealer .. 


1 certain material for the 
ufacture of ‘fuel saving con- 

We feel sure you will be 
ested in knowing that a lim- 
number of Moduflow control 
ms are now available for in- 
ation in existing homes. We 
est that you see your heating 
at once.” 


The same insertion is scheduled 


ext 


Time 
vember. 


+ 


Wl 


juc 


ran Ce 
ontrol 
september Atlantic Monthly and 


ne ¢ 
lens 


He 


10ons 


uess, but Roy Warmee, Minne- 
polis-Honeywell’s 


1on 


sstionnaire 
Householder 


month for Collier’s, Life and 
» and House Beautiful in No- 


A full-page black and | 
e message in the form of a 
to Mr. and Mrs. 
stresses the impor- 
» of this new type of heating | 
and is scheduled in the 


ctober Better Homes & Gar- 


Few Orders Expected 


1w many millions of impres- 
it all adds up to is anybody’s 


sales promo- 
manager, isn’t worried about | 


he possibility of a couple of mil- 


ion orders arriving in the mail | 
morrow. For one thing, many 
tential buyers aren’t investing 


leav 

var 

war 
nits 


dered primarily as the focus for | 


ales 
n te 
Fu 


noug 


TSK 


ets and is satisfied that a ma- 
jority are either home owners or 
lome planners, believes there is 


ill 
one 


f dealers as well which is why 


he 


INnuing 


ub] 
Ea 


erve 
> 


ane 


e) oc} 


‘o) 


to | 


meponmyd 
> N a 


ily in construction during the 
and the firm looks to a post- 
America for orders. The 
now available are being con- 


promotion and not primarily 
rms of sales. 
rthermore, Mr. Warmee, 
gh he has made checks on the 


yns sending in for the book- | 


a huge job of educating to be 
, not merely of the public but 


Moduflow campaign is con- 
in more than a dozen trade 
cations. 
ch of the available units will 
.. with some assistance from 
Moduflow sales staff, as a 
borhood center for word-of- 
advertising of the new con- 
tem—as well as a basis for 
testimonials with which to | 
any consumer skepticism 
i radical innovation. 
even this isn’t the whole 
As long as WPB chief Don- 
elson seems to be winning 
le for bit-by-bit reconver- 
{1 more materials are being 
|, Minneapolis - Honeywell, 
has been turning out heat | 
systems for war plants as 
ty item, expects to be able 
into Moduflow production 


orders fall off with the | 
of peace. 
‘ompany is going ahead 


e program, keeping it flexi- 
ugh for sudden adjust- 
with a well-oiled sales 


Advertising Sales 
‘romotion Manager 
ortunity for experienced 
for permanent position 
motion of fast growing 
azine group now totalling 
lion circulation. Salary 
mensurate with opportu- 
Start immediately. Box 
ADVERTISING AGE, 100 
Dhio St., Chicago 11, Ill. 


organization all set to swing into 
action in a new million-dollar 
postwar market. It’s a market 
created and in process of expan- 
sion by Minneapolis - Honeywell 
and is expected to do a lot to 
furnish an outlet for the firm’s 
war-expanded production facilities 
when victory stills war demands 
—and to furnish some of the jobs 
which are going to be needed after 
V-Day. 


AFA Names 12 


Advertising Federation of Amer- 
ica has elected the following to 
membership: Paxton & Gallagher 
Company, Omaha; Don Lee Broad- 
casting Company, Hollywood; 
Herald-Press, Huntington, Ind.; 
KSTP, Inc., St. Paul; Lindsey & 
Co., Richmond, Va.; Geer-Murray 
Company, Oshkosh, Wis.; Warner 
& Swasey Company, Cleveland; 


Texarkana Newspapers, Inc., Tex- 
arkana, Tex.; Central Advertising 
Service, New York; Panhandle 
Outdoor Advertising Company, 
Amarillo, Tex.; Station KTFI, 
Twin Falls, Ida. and Surplus 
Record, Chicago. 


L. E. SWINEHART 


Philadelphia, Aug. 24.—Lester 
Emmett Swinehart, an executive 
| with Lewis & Gilman, Philadel- 
|phia agency, died here recently 
following a heart attack. 

Mr. Swinehart, who was 49, 
joined Lord & Thomas in Chicago 
in 1911, becoming production 
manager of that office by the time 


he resigned in 1917 for World War 
|I service. After the war he served 
|as production manager of Henri, 
| Hurst & McDonald, Chicago, later 
becoming a vice-president. In 
1929 he joined N. Y. Ayer & Son 


in Philadelphia, with whom he 
served for 14 years. He joined 
Lewis & Gilman in 1943. 


JOSEPH L. LAVIN 

Boston, Aug. 22.—Joseph 
Lavin, who operated his 
advertising agency here from 1927 
to 1942 when he entered the 
Army air corps as a captain, died 
Aug. 19 in New York. He man- 
aged the New Orleans branch of 
the Orange Crush Bottling Com- 
pany and was sales manager of 
the Eastern Advertising Sales 
Company before establishing his 
own agency. He was discharged 
from the Army May 11. 


To Klein Institute 

Arthur H. Carter, for 15 years 
general sales manager of Canadian 
Industries, Montreal, has been 
appointed general manager for the’ 


L. | 


own | 


United States and Canada of the 
Klein Institute of Aptitude Testing 
and Personnel Selection, with new 
420 Lexington 


headquarters at 
Ave., New York. 


Si 


PRACTI 
oe gh CAL BUILDER 


THE 


STRANGE CASE 
OF THE 
KIDNAPPED 
COW 


Pine was gone from her stable. Farmer Lee of 


Orangeburg, S. C., stood in the doorway and looked 


about wonderingly. None of her footprints showed 


among the marks of men’s shoes in the soft barnyard 


mud left after the previous night’s rain. There could be 


only one answer; Bossy had sprouted wings and de- 


parted by air. 


Hastily summoned detectives took the more practical 


view that Bossy had been carried away on men’s shoul- 


ders. Farmer Lee promptly scotched that by calling 


attention to her avoirdupois. 


Convinced, at least, that she was at the very moment 


being converted into black market hamburger, the de- 


tectives set out along the trail of men’s footprints. After 


a distance their wonderment grew. One set of footprints 


was perfectly normal. But the other two sets looked 


like the spoor of a drunken conga line. 


The strange tracks led over hill and dale, and even- 


ually came to a ramshackle stable. Bursting through the 


joor, the detectives found Bossy and a disheveled indi- 


vidual regarding them coldly. A paper fluttered from 


the stranger’s hand. Detectives, snatching it up, found 


it was a ransom note, offering Bossy’s return for a nom- 


inal twenty-five dollars. 


The abductor appeared chagrined. Pointing at Bossy’s 


feet, he said, “I was sure that would fool you!” The 


detectives followed his gaze, and saw that Bossy was 


wearing a man’s shoe on each foot. “Where,” demanded 


one detective, “did she get the ration stamps?” 


This anecdote was part of an article on strange war- 


time abductions of property that appeared recently in a 


Dell Detective Group Magazine. It was a feature that 


appealed strongly to the 3,000,000 readers of the Dell 


Detective Group, whose hobby is the technique of 


crime detection. This hobby interest cuts across all age 


and economic levels, and gives the Dell Detective Group 


a readership that parallels the urban male population 


of the nation. These readers prefer nationally adver- 


tised brands. Make them want yours—by advertising in 


Dell Detective Group. 


DELL DETECTIVE GROUP 


DELL PUBLISHING COMPANY, INC., 149 Madison Avenue, New York 16, 


World's largest publisher of fact 
Agatha Christie, 


- detective 


Rex Stout, Helen Reilly, 


magazines 
Carter Dixon, 


and detective mystery books, featuring 
Ellery Queen and other noted writers 
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Mansfield, O., and more recently 
| head of* his own industrial design 
organization, Springfield, Mass. 
has joined Florence Stove Com- 
pany, Gardner, Mass. 


Kruck to Florence Stove 


Ralph E: > Kruck; previously 
manager of the product design de- 
partment of Westinghouse at 


G Land of 
Clover and Honey 


Yes, Indiana is just that for the enterprising manufacturer 
who is looking forward to post-war sales or who has goods 


to sell now. 


Indiana has progressed tremendously from an_ industrial 
standpoint during the past few years, especially in the non- 
metropolitan cities and yet, the rich farming sections remain 
intact. 


The families of Indiana have money to spend—more than 


ever before. Now is the time to put your story before them. 


It is easy to work out an intelligent advertising program 
for Indiana. The important counties are all served effectively 


by daily newspapers and 25 of them are members of the 


THE INDIANA LEAGUE of HOME DAILIES 
For information and details 


SCHEERER & CO. 


National Advertising Representatives 


Chicago 1 New York 17 
35 E. Wacker Drive 441 Lexington Ave. 
Phone: STAte 7942 Phone: MURray Hill 2-2423 


Monsen provides a 


streamlined, non-stop 


typesetting service 


that helps ad men = 
meet “impossible” 4 
deadlines ... i cP. 
ey 

ae Bt SS 


YOU GET 


round-the-clock 
type service 
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22 EAST ILLINOIS STREET «+ SUPERIOR 1223 


“Whisky Ads Break | 
Info Poster Panel 


Field Despite Ban 


(Continued from Page 1) 


| that industry policies are advisory 


| tion, Connersville, 
of “American” 


| however, 
leaders are not too happy about | 


| 
| 


and not mandatory. It is believed, 
that outdoor advertising 


| the situation, and that when war- 


time conditions change, 


| vigorous program may be adopted 


| brands on the 24-sheets. 


by the medium. 


| 


a more | 


| 


In the meantime the general | 


public, which has seen beer adver- 
tising on poster panels for many 
years, with volume increased dur- 
ing the war period, does not ap- 
pear to have been unduly shocked 
by the advertising of Schenley 
Reserve and other leading whisky 
No con- 
sumer groups have voiced pro- 
tests, and thus far Schenley and 
other hard liquor interests can 
justify their action from the stand- 


advertising to the public. 
Whether greater availability of 
space in printed media, such as 
magazines, many of which reduced 
sharply the amount of space allo- 
cated to whisky advertising when 
paper restrictions went into ef- 
fect, will take hard liquor adver- 
tising out of the poster picture 
later on remains to be seen. In the 
meantime the outdoor plant opera- 
tors are enjoying a profitable rev- 
enue from the distilling industry, 
even though they 


|point of the acceptability of the | 


admit that it| 


|represents an embarrassment due | 
to the failure of the industry to | 


live up to its announced policy 


/on what is regarded as a particu- 


larly vital part of its code. 


‘Bell & Howell Names 


| two 


| pany, 
i'manufac- 


| 


| been appointed 


| 
| 


| and 


| gun 


Margaret Ostrom 


Margaret Ostrom, for the past | 


years assistant advertising | 
manager of Bell & Howell Com- | 
Chicago 


turer of motion 
picture equip- 
ment and opti- 
cal devices, has 


acting advertis- 
ing manager. 

Miss Ostrom, 
| who joined Bell 
& Howell 12 
years ago, is in 
charge of sales 
instruction 
literature, manuals, 
vertising, company 
and publicity, under supervision 
of J. H. Booth, vice-president in 
charge of advertising. 


national ad- 


Issues ‘Kitchenotes’ 


American Central Mfg. Corpora- 
Ind., producer 
kitchens, has be- 
publication of a 
called ‘“Kitchenotes,” 
its distributors posted 


organ 
keep 


to 
on 


vi 


Margaret Ostrom | 


| 


| 


publications | 


monthly | 


problems and profits in the post- | 


war market. 


a Opportunity 
or 
Fashion and Layout 


ARTISTS 


lLeading Pacific Northwest 
department store has open- 
ings for high class fashion 
and layout artists. Pleasant 
working conditions. Oppor- 
tunity for advancement and 


permanent connection with 
organization having Na- 
tional Reputation for qual- 
itv advertising. Write at 
once, stating experience, 
salary desired, references, 
and enclose photograph 
along with samples of work. 
Box 5044, ADVERTISING 


AGE, 100 E 
Chicago ae 


Ohio St.. 


Il. 


‘Buys ‘Paper Progress’ 
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Vieter &. Corr 
Oereriising manager 


Manchester Union-Leader. Spa 
ns the door to the rich 
Tons of 359,000 people. And added to this excellent coverage 
they receive the thorough, sales-building services of the 
Union-Leader’s highly specialized merchandising staff. 


—aeaoaawe ew ew eee ee _—_—aS— ae = = Tee ao, 


EXTRA MERCHANDISING SERVICES GET RESULTS! 


Full-time staff for pre-war type 

merchandising service —dealer 
display; surveys; —— and 
mailing letters, post-cards, broad- 
sides, etc. 


Careful attention to position 

treatment on all copy. Large 
and small space advertisements 
receive the same fair handling. 


JMIANCHESTER 


Whro0n-JLEADER 


MANCHESTER, N.H. 


monthly Food 
ering important New Hampshire 
food and drug trade. 


4 


of Retail Grocers, aiding new 
product penetration, retail dis 
tribution and mass displays. 


publication effective with ». 
Davidson Publishing Company,|tember issue. Plans ca Age 
Chicago, has purchased Paper|styling and expansior at 
jpere-dae from. Paper Progress, | monthly publication. 
7 oer 
dit REqeive Campny = 


John P. Squire Company, 
like so many other adver. 
tisers, has realized the {|| 
effectiveness of its eales 
campai 
New 

sustained advertising in | 

ace in this powerful newspaper 
anchester six county Primary 


ns in Manchester, 
ampshire, thro: ut 


A well-established and influ- 
ential trade paper. Also, a bi- 
ews Letter covy- 


Enthusiastic cooperation of 
New Hampshire Association 
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You will find the following 
booklets a valuable aid in 
measuring New Hampshire as 
a market for your product, and 
- effect of the Union-Leader 
of it. 
Available upon request to all 
advertisers. 


Manchester, Your Test City 
Plus Services That Sell 
Wholesaler Coverage of 


New Hampshire's Retail 
Food Trade 
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NATIONALLY REPRESENTED BY GEORGE A. McDEVITT COMPANT a | Sh 
Hope’s 
<a 
9:30 p 
red by 
~ er Br 
THE MIRAGE 
Nation 
; MONEY ” Bika seit: 
= suk 4 Here are Hooperatin’s Biin to h\¢ 
; pice. 4 for the 8:00-12:() AM station 
; Monday through | rida) gram ° 
PROGRAMS [eta ae 
the WSAI "Man With ‘y 
the Money” program. , 
ew 
ful 
BEFORE “MONEY MAN” ||DURING “MONEY MAN’ he 
STATION RATING STATION | RATING . 
WSAI 24.0 WSAI — 31.8 fea 
A 16.5 A «17.8 “4 
B 13.0 B | 13.3 V 
Cc 12.2 Cc 10.9 - 
WSAI believes today, as it always has, that only sound 
programming can produce sound station ratings. L| i} 
Figures like the above, plus the report of Dr. Herman 4] V 
S. Hettinger in our brochure “The Mirage of ' 
Money Programs” substantiate our point of view. - 
e — 
_ 
ti) 5 = 
Division ef the Crosley Corp. 
CINCINNATI 2, OHIO vONSI 
REPRESENTED NATIONALLY BY SPOT SALES, INC. NEW YORK, CHICAGO, SAN FRA sco ' rT 
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Hticcs Warcasting 
“He's Sponsor New 
» Network Radio 


f » Aug. 24.—New spon- 
y programs and renewals 
¥ rk broadcasts made news 
4 radio front this week. 
network radio for the first 
ripto Mfg. Company, At- 
ill sponsor newscasts by 
Hicks, manager of the 
newsroom of the Blue 
Tet w on behalf of its pencil 
sads. The program will be heard, 

oginning Sept. 17, on 192 Blue 
y; tation Sundays, 1:15-1:30 p. m., 
r- WT 


1944 
€ 
Se 


i The Hicks series of newscasts 
om the European war theater 
” vas Jaunched June 27 on a Sus-| 
Ty ,ining basis by the Blue follow- | 
th [Rng H cks’ outstanding broadcasts | 
he ¢ the invasion. Agency for 
cripto is Tucker, Wayne & Com- 
wd any, Atlanta. 
. Grove Takes 3rd MBS Show 


| 

he Grove Laboratories, St. Louis, 
ow sponsoring two news pro- | 

_- rams with Cedric Foster and Ray 
7 Nady on Mutual, will start a third 
rogram on the full MBS network, 
eginning Oct. 2. “Lanny & Gin- 
er,’ singing team, will be fea- 
yred. Although products are not 
ret decided, the series will be 
reard Monday, Wednesday and 


B 
riday, 11:15-12 noon, EWT. Rus- | 
e| M. Seeds Company, Chicago, | 
f s the agency. 
n Participation for United | 
4 United Wall Paper Factories, | 


. beginning Sept. 4, will spon- 

r participation programs on 45 | 
~ « dmoast-to-coast homemakers shows, | 

hree, five and six days a week | 

1 52 weeks. Products to be pro- | 
ring Oted are United’s Trimz Ready- | 
din [asted wall paper, Trimz cedar 
loset paper, Trimz Applikays and | 
ader rimz borders. Commercials for 
fit. [he program will be written by 
he home economist on each pro- 
ram. Agency for United is Mac- | 
ity arland, Aveyard & Co., Chicago. 


Uy 

of NBC Leaders Renew 

A | Four leading NBC programs, in- | 
luding “The Pepsodent Show 


uring Bob Hope,” the “National 
arn Dance, Alex Dreier’s “Com- 
mentary of the Week’s News” and 
DANY The Sheaffer World Parade,” 
ve been renewed for a full year. 
Hope’s program will return | 
pt. 12, to be heard Tuesdays, | 
-9:30 p. m., CWT, again spon- 
red by the Pepsedent division of 
3ros. for Pepsodent tooth 
Agency is Foote, Cone & 


ire | ~ 


ional Barn Dance,” spon- 
by Miles Laboratories for 
ca Seltzer and One-A-Day Vita- | 

tablets, has been renewed on 
» Stations effective Sept. 30. The 
,_:f_eogram will continue to be heard | 
wa turdays, 8-8:30 p. m., CWT. 
- © Morrell & Co., Ottumwa, | 
= its Red Heart dog food, 
ewed the Alex Dreier show | 
full network, effective Sept. | 
he program will be heard | 
ys, 9:45-10 a. m., with a} 
broadcast from 11-11:15 
featuring Dreier with guest 
nalysts in a weekly news | 
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Nat 
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World Parade” show, re- | 
yn the full network effec- | 
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LOOK IT UP in 
he MARKET DATA BOOK! 
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tive Sept. 17 by the W. A. Sheaf- 
fer Pen Company, Ft. Madison, Ia., 
through Russel M. Seeds Com- 
pany, Chicago, will again star Curt 
Massey, baritone, Roy Shields and 
his orchestra, and news commen- 
tary by Upton Close. It is heard 
Sundays, 2-2:30 p. m., CWT. 


Miles Labs Renews Two 


Miles Laboratories, Inc., Elk- 
hart, Ind., has renewed sponsor- 
ship of the “Quiz Kids” program 
and the “Lum and Abner” series 
for another 52 weeks on the Blue 
Network. The “Quiz Kids” are 
heard over 140 Blue stations Sun- 
day, 6:30-7 p. m., CWT, with a 
recorded repeat broadcast for the 
West Coast at 10:30-11 p. m., 
CWT. The “Lum and Abner” 
show is broadcast over 124 sta- 
tions, Mondays through Thursdays, 
7:15-7:30 p. m., CWT, with a live 


repeat for the West Coast at) 


|10:15-10:30 p. m., CWT. “Quiz; dent Roosevelt had signed a series 
|Kids” renewal is effective Sept. | of amendments correcting a situa- 
|24, that of “Lum and Abner,’|tion which Army attorneys said 
Sept. 25. Both programs are|resulted from the Taft amend- 
handled by Wade Advertising | ments to the Soldier Vote Law, the 
| Agency, Chicago. |War Department ordered that 
—_—_—_—_—— |hereafter any book, magazine or 
. newspaper may be sold at do- 
Ban on Soldier | mestic post exchanges, or at over- 
~ |seas post if the exigencies of war 
Magazines Ended permit. 
Where selections must be lim- 
by War Dept. ‘ited because of transportation dif- 
, | ficulties, the Army will continue 
Washington, Aug. 23. — The|to select reading material which 
storm over the Army’s effort to| it provides for the troops from 


discriminate in the sale of maga- : 2 ; 
he wea: public funds. These selections, in 
|zines at post exchanges subsided the case of magazines and news- 


|today, with revision of War De- | ; : d 
‘partment regulations which de-| papers, are to be based on soldier 
prived soldiers of all but 225 | preferences, while in the case of 
/magazines which had been _in- | books, the selections will be made 
‘cluded in a list of allegedly “pre- | by the Council on Books in War- 
|ferred” publications. | time. 

Acting a few hours after Presi-| There are no legal restrictions | 
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on motion pictures, broadcasts, or 
servicemen’s publications so long 
as they devote equal emphasis to 
opposing political views. 


600 MILLIONS 


annually for POST-WAR 


PUBLIC BUILDINGS 
99% controlled by 


ARCHITECTURAL MEN 
Moral. .. USE 
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For the army of wisdom 


with about 175 boys like Jimmy. It 


in citizenship. 


number will be millions. 


becomes part of a working model. 


And why we have patriots. 


Jimmy is perhaps 15. His health is sound, his mind is 
bright—his teachers say he has the virtues of a leader. 


So we want Jimmy. We want him for the army. 


The American Legion began recruiting this army in 1935 


was the first ‘““Boys’ 


State” the Legion started—for the schooling of the young 


Now there are 30 of these schools—and many more to 
come. Some 700,000 boys have attended them—and the 


Here boys come as citizens in a miniature America. Each 
joins a “‘party.’”’ He campaigns, votes. He studies 
representative government, learns how a republic works, 


He “runs” for public office—perhaps for mayor or 
governor. He gets a sound conception of American ideals. 
He learns the sound reasons for American ways. 

y 


So it will be hard to plant things odd and un-American 
in his mind—and in the minds his leadership will influence. 


And when he is old enough he will be part of a great 
and needed army—the army of wisdom. 


It will not be the only army America will need in order 
to live securely and in peace. It will only be one of them— 
but peace cannot be long enjoyed without it. 


The American Legion Magazine speaks stoutly for all 
Americas fighting men—but stoutest!for all America. 
Legion-sponsored are some 200 broad, national 
programs for the building of wiser minds, clearer 
visions, stronger bodies, sturdier Americanism. 
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These were headlines of the postwar °20’s. They are 
neither new nor news. When they were a day old they 
were sensational, confusing. But today, twenty years 
after, they can enlighten us on what was really hap- 
pening to that postwar world, and on what may hap- 
pen to the next. 


For amid the urgency of this war we have tended to 
forget the consequences of the last, and to overlook 
the complex interaction of economics, politics, and 
psychology that goaded the exhausted peoples of 
Europe into postwar frenzy. 

So yesterday's news, its causes and consequences, 
woven into a pattern of “The Five Years After 1918”, 
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as FORTUNE has done in its August issue, points the 
lesson of the last war: That the first few years after 
World War I decided the world’s fate . . . and that 
World War II began at the very end of the first. 


“The Five Years After 1918” is not news. It is enlight- 
enment. It is knowledge; vital to an enlightened ap- 
proach to the problems with which, once again, we 
shall shortly come to grips. 


And they are not problems for statesmen alone. For 
MANAGEMENT — leaders in business, agriculture. 
labor as well as government — must share and share 
alike in resolving military victory into permanent 
peace. 


FORTUNE — THE MAGAZINE OF MANAGEMENT — is a study of current 
industrial civilization for the enlightenment of management men. 
85% of FORTUNE’s 175,000 subscribers are management men — and 
survey after survey shows that in FORTUNE the advertiser reaches man- 
agement more certainly, more effectively and more economically than 


in any other magazine, 
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EPHANT'S BIRTHDAY—A new carton label for Worcester Salt Co.'s Ivory 
and celebrates the golden anniversary of one of the country's old trademarks. 
New packages have the modern spout for dispensing the product. 


RATE PARTY—At a luncheon given in honor of Robert Kesner, new adver- 
ing manager of Harold H. Clapp Co. at the Ritz-Carlton, New York, by 
ates Leininger and Noone, are, front row: H. W. Roden, president of 
erican Home Foods, Inc. (Kesner's new boss); Mr. Kesner; Donald Barr, 
neral manager in charge of advertising and sales promotion, Birds Eye- 
der division, General Foods Corp. (Kesner's old boss). Back row: J. R. 
chley, business manager, Good Housekeeping; A. R. Leininger, advertising 
ector of Parent's Magazine; John F. Noone, Good Housekeeping; and 
ward Lochrie, advertising manager, Birds Eye-Snider division, General Foods. 
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How woul YOU answer 
these important questions ? 
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§ Honeywell 


TEMPERATURE CONTROLS 


cae FREE 


te ONSUMER MARKET—Minneapolis-Honeywell Regulator Co., now 
"9 mited number of its Moduflow control system for homes, is using 
Pag Atlantic Monthly and Better Homes & Gardens. (Story on Page |.) 


REFAIGERATORS - RANGES 


AUTOMATIC CONTROL CUTS COSTS 
. USES STORED-UP HEAT... 
SAVES CURRENT CONSUMPTION | 


PUSHES RANGE — Gibson Refrigera- 
tor Co. will swing emphasis from its 
postwar refrigerator to electric range 
in magazine copy next month. WPB 
has okayed limited production of the 
ranges by a number of manufacturers. 
W. W. Garrison & Co., Chicago, han- 
dles the Gibson account. (Story on 
Page 8.) 


MISS TELEVISION—Pat Geoghan, a 
Conover model, was voted "Miss Tele- 
vision of 1945,"" in a contest recently 
over DuMont Station WABD, New 
York, sponsored by Aldens Chicago 
Mail Order Co. Pat, chosen from 300 
girls, receives $100 war bond, contract 
as featured model in Chicago mail 
order catalog, screen test and tele- 
vision contract. Three artists—Arthur 
William Brown, Russell Patterson and 
Anton Bruehl—served as judges. 


LEADS SERIES—First in a new “lovely girl” series for O'Sullivan heels, this 

display, featuring a blonde lovely and the "I'm in love with America's No. | 

heel’ slogan, was made by Einson-Freeman from a photograph by Murray 

Korman, theatrical photographer. The agency is Advertising and Sales Council, 
Inc., Charleston, W. Va. 


: \}4 ae ce. te ae 3 


BIRTHDAY PARTY—The cake-cutting ritual was performed at the Los Angeles 

Daily News-Wave luncheon July 30, celebrating the second anniversary of the 

founding of the women's reserve of the Navy. Left to right: Lt. Comdr. L. D. 

Blanchard, officer in charge of Navy recruiting, Los Angeles district; Manches- 

ter Boddy, editor and publisher of the News; Lt. Comdr. Edith P. Merritt, 

director, women's reserve, I!th naval district; and Rear Adm. |. C. Johnson, 
director, office of naval officer procurement, I Ith district. 
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GENERAL &f ELECTRIC 


RATE HIGH IN READERSHIP—These three ads, part of the 1944 campaigns being waged by members of the air condi 


tioning, industry to build postwar sales, 


rated high in a Daniel Starch study of Time issues. The Carrier copy at the left 


rated No. | in one issue of Time for being “read most’; the York ad, center, rated No. 2 for "read most’ in another issue; 
and the General Electric ad ranked No. 2 on a “seen-associated” basis in a third issue. (Story on Page 22.) 
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the Sun sells* 


a4 
nN 


with Pictures 


The Chicago Sun is not a “picture paper,” but And advertisers are finding again and again that 
one reason for its fast-growing popularity, its The Sun gives results out of all proportion to its 
strong readership, is the quantity and quality of circulation and cost. 


Sun pictures. 
If you sell in Chicago, remember these two facts: 


For Sun photographers have the eye, hand and 


experience to get interesting pictures, and make 1. You need The Sun in any mewspaper com- 


them good pictures. That is evidenced by Sun manu 5 gen (airege compistely, ece- 
iP : i> nomically and efficiently. 
photographers winning nine awards in important 


picture competitions to date this year. 2. By using The Sun alone you can make a 
tremendous impact against America’s No. 2 
Good pictures help sell papers—and help market with a relatively small expenditure. 


papers sell for advertisers—because good pictures 


interest readers. CHICAGO’S MORNING TRUTHpaper 
Today over 325,000 people (who can get The 
Sun under today’s paper restrictions) buy The Sun 


to read every day because they like to read it, 400 W. Madison St., Chicago 


and like the members of their families to read it. 250 Park Ave., New York 


National Representatives: THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Ave. » NEW YORK: 230 Park Ave. 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 
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NEWSPAPERS GET IMMEDIATE ACTION 
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